“The Hardware Dealers’ Magazine" 
PUBLISHED EVERY THURSDAY 


Why not sell the saws that the mechanic 
and metal workers want. They will tell 
you that Star Saws are their preference 
and have been for years. 


Today hardware dealers can only afford 
to handle the old well established lines 
that have constant demand. Star Saws 
produce satisfied customers, greater turn- 
over and larger profits. 


Your jobber can supply you. 


Clemson Bros., Inc. 
Middletown, New York 
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mine P % THE BARBER NEEDS 
CRAFTSMEN i 5 RAZOR HONES 
NEED THEM u« 


POCKET STONES 
FOR EVERYBODY 


A GENERAL 
PURPOSE 
STONE FOR 
HOME, 
SHOP, 
FARM 


A FILE 
FOR ALL 
EDGE FARM 
TOOLS 
SELL 
VALVE GRINDING 
COMPOUND TO THE 
GARAGE MAN 


CARBORUNDUM MADE 
GRINDING WHEELS GO INTO GARAGES, SHOPS, ETC. 


rscseee = It will SURPRISE you 


when you really realize the 


number and variety of Carborundum-Made Products that 
will bring you profit and enable you to better serve your 
patrons. 
Remember please that every individual customer— every 
trade—every industry can and does use Carborundum 
Brand Products in some form or another. 
cesar cated appeal And we are back of you with plenty of trade helps— 


FINISHES ALL METALS ; 
new window displays—window cards, our radio broad- 


casts—national advertising—all planned to help you in- 


crease your sales. 


Tune in on the Carborundum Hour 
Saturday Nights at 9 (Eastern Time) Columbia Chain, *“GLOBAR”’ 


FL OR 
sanauinn: amamodmiee and hear how these programs help the dealer BRAND 
5 SMEN, 
HEATER 


HOME OWNER 
FOR THE 


THE CARBORUNDUM COMPANY 


REG. U. S. PAT. OFF. 


NIAGARA FALLS, N.Y. 
RUB BRICKS FOR 


SURFACING CONCRETE Canadian Carborundum Co., Ltd., Niagara Falls, Ont. 
Sales Offices and Warehouses in 
New York, Chicago, Boston, Philadelphia, Cleveland, Detroit, 
Cincinnati, Pittsburgh, Milwaukee, Grand Rapids, Toronto, Ont 


The Carborundum Co., Ltd., Manchester, England 
Deutsche Carborunuum Werke, Reisholz bei Dusseldor:, Germany 


(carsorunoum AND ALOXITE ARE REGISTEREO TRADE MARKS OF THE CARBORUNOUM Company ) HA 
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ARE FAVORITES WITH MEN 
WHERE BITS ARE USED 






BITS MARKED “GREENLEE” A 
IN EVERY TRADE 
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Carpenters, electricians, plumbers, cabinet makers, home own- 
ers—all like Greenlee auger bits. They like them for various 
reasons—the chief one being for the fine results they give. 
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When you sell a man a bit are you sure he and is made in a wide variety of sizes. It has ex- 
will be satisfied? tension lips, double cutters and medium pitched 

rie screw points and is very popular for general wood- 

Do you have that pleasant sort of feeling—that work. Have you the Greenlee No. 16 and 31 elec- 


complete satisfaction, after you sell an auger bit? 
Can you honestly say to yourself, “I know he will 
like that bit’? And do you really feel that this cus- 
tomer will come back to your store again—to buy 
other tools? If you do not you should promptly take 
steps to complete your stock—for the best bits are so 
easy to sell. 


trician bits and the No. 900 bit extension? Or the 
famous No. 12 extension lip auger bit? They are 
so easy to buy and they sell so well. 


Don’t forget that Greenlee makes an outstanding 
line of chisels, gouges and draw knives, also. Per- 
haps you had better write today for the new book- 
Have you the Greenlee No. 22 solid center auger bit let “Tools for Carpenter, Electrician and Plumber.” 
in stock, for instance? It is a very high grade tool It shows the big sellers in the Greenlee line. 





DISTRICT SALES OFFICES: 







NEW YORK: 53 Warren St. NASHVILLE: 606 Cotton States Bldg. SEATTLE: L. C. Smith Bldg. 
BOSTON: 34-38 Binford St. SAN FRANCISCO: Sheldon Bldg. VANCOUVER: 2808 39th St. W. 
PHILADELPHIA: 1209 Olive St. LOS ANGELES: 1301 Washington Bldg. MONTREAL: 129 St. Peter St. 






Tools that 
Stay Sold- 






GREENLEE TOOLS 


Greenlee Fool Co., Rockford, 7). 
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Rivets to Meet 
a Standard 
Not a Price! 


Our rivets are not made to meet 
price competition—but to equal 
the highest standard of quality. 
Our Tubular and Clinch Rivets 
continue to satisfy exacting de- 
mands year after year because 
they are made of highest quality 
workmanship and material. De- 
pendability is above price! 


Opproved / 


———by the keenest 


buying brains in the country 
TUBULAR RIVET & STUD AN 
COMPANY o 


BOSTON 





—~ 






















‘The largest 
factory in the 
world devoted 
lo the manu~ 
facture of 

Tubular and 
Clinch Rivets 
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BOB BOSLEY says: ‘‘Xmas means Santa Claus to the kiddies, but it 
may mean Inventory ahead to you.”’ 





Se ee nek ee 


le the Bogey Man (high-powered salesman) 
gry you and you did not reciprocate 


with your friend the jobber, those 


shelves may bend with frozen dollars. 


And if you tried to sell a “just as 


good” and lost a customer, what profit 


fede db 
ran D 


did your “price buying” show? 











The dealers who capitalized on 








Bosley’s advertised quality weather 


strip are smiling and joining us in 





wishing all may have a 


MERRY XMAS 


ROSLEY’ 





Weather Strip 


TRADE MARK REGISTERED 


The Standard for Over 60 Years 
CHICAGO, ILLINOIS 





YOUR GRANDFATHER BOUGHT WEATHER STRIP FROM BOSLEY 
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There is no secret to the continued success of Myers Defiance Pump 
Standards. Severe service day in and day out—lasting service year in 
and year out—the feature illustration tells the entire story—perform- 
ance records in hundreds of installations verify it. There is never any 
doubt of satisfaction when you sell a customer a Myers Defiance Pump 
Stand. Many dealers are profiting accordingly. Are you one of them? 
If not, write or wire. 


THE FLE,JMYERS & BRO.¢o2. 
ASHLAND, OHIO. 


Manufacturers for over Fifty Years of MYERS HONOR-BILT PUMPS for Every Purpose, 
WATER SYSTEMS: HAY and GRAIN UNLOADING TOOLS - BARN. FACTORY and 
ARAGE DOOR HANGERS: STORE LADDERS,E 
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Outstanding 
Features 







Ball bearings throughout, protected 



















against rust . . . Improved oiling sys- 
_ tem... Two-length crank on the 


larger sizes... The wonderful float- 


Pe es Ag ce VA eG 


Si. iam be | Dae 
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ing bowl with trailing discharge . . . 
Turnable, anti-splash, sanitary sup- 
ply can... Self-aligning worm wheel 
and spindle...’’V” shaped channels 





in spouts to guide streams straight 
. . . Beautiful and durable gold and 
black finish. 





Show Them 


and They Sell Themselves 


The De Laval ‘‘3,000,000”’ Series 
Cream Separators 


LREADY thousands of these new De Lavals are in the hands of users, 

who are delighted with their new separators. They combine the 
easiest running with the cleanest skimming, and in every respect are the 
world's best separators. 


The De Laval Separator Company 


New York Chicago San Francisco 
165 Broadway 600 Jackson Bivd. 61 Beale Street 
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to Authorized Dealers 


]__ This beautiful plaque in rich sculptured 
relief, 17 in. high—an emblem any 
retailer will proudly display, because it 
associates him with the two great, respected 
names—New Haven and Westinghouse. 
A striking three-piece window display 
is also included among these skillfully 
planned dealer helps. 

3 Sunburst display cards for use in selling 
thewonderful $7.95 electricalarmclock. 
Several advertisements in mat form are 
available for the retailer to use in his 

own local papers. In handy, economical sizes. 

5 Brief, interesting booklets for your 
salesmen to read in order to know the 

outstanding sales points of these remark- 

able clocks. 
A quantity of consumer booklets illus- 
trating the complete line of New Haven- 

Westinghouse Electric Clocks; also, con- 

sumer leaflets featuring the fast-selling 

Electric Artlarm and Electric Kitchen Clock. 


—and all backed by a com- 
manding, national advertising 


campaign in magnificent color 
and also black-and-white. 


NEW HAV 
ELEC 


THE NEW HAVEN 





his rieh plaque in your 


window marks You 
as the money-making 
retailer of these su- 
preme ELECTRIC CLOCKS 


Thousands of people are now buying electric clocks who never 
would have bought the old-style spring-wound clocks this year at 
all. And the clocks you'll sell the fastest are the ones with mod- 
erate prices and the modern, exclusive features, and bearing the 
respected name of two great companies. New Haven-Westing- 
house Electric Clocks! Created in collaboration by the New 
Haven Clock Co. (great name for Clock Craftsmanship) and 
Westinghouse Electric & Mfg. Co. (great name for Electrical 
Progress.) Feature and SELL these supreme electric timekeepers 
—a complete line backed by commanding, national advertising. 
Write for details. 

Teiarak te oceaae inca wkd sc comeing eek the seer 

speed, self-starting, sub-synchronous motor makes for unprecedented time- 


D eeping ependability: this is the *% Automatic Control, a simple, remark- 
ab levice that minimizes time-error from current interruptions. 
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BRINGS COMPETiive GOLF 
INTO THE HOME 





cally designed, fascinating 31 
par putting game that develops 
real putting skill and furnishes a 
world of fun for everyone. It can 
be played in any sized room and 


POR-TEE is not a toy—lt is a 
distinctly different, scientifi- 


or dismounted and are shipped in 
a 28” x 24” x 1142” carton in which 
the set may be stored when not 
in use. With SPOR-TEE there are 
no small parts to be strewn about 
the room and every hole provides 
an entirely different shot that is 


POR-TEE Advertising 
SATURDAY EVENING POST. 
...will boost YOUR Christmas Sales 





sporty enough to 
make the best of 
golfers fight for par. 
SPOR-TEE is an ideal 
Christmas gift— 
$15.00 at dealers 
everywhere. 


consists of nine 7” x 
27” holes that are 
made of heavy 
pressed steel hand- 
somely finished in 
green enamel, are 
readily assembled 








PATS. PEND. 


DETROIT METAL SPECIALTY CORP. - DETROIT 














nema 








The SPOR-TEE advertisement, reproduced above, is appearing in the 
December 13, 1930 issue of the SATURDAY EVENING POST—at just 
the proper time to create a large volume of highly profitable Christmas 
business right in YOUR OWN territory. Be in a position to meet this 
demand—increase your sales and profits with SPOR-TEE. Secure a 
sample for display—wire or write TODAY for our attractive proposition. 


Detroit Metal Specialty Corporation 


MANUFACTURERS OF METAL-BILT PRODUCTS 
1653 BEARD AVENUE » » » DETROIT, MICHIGAN 
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FOR THOSE WHOSE PADLOCKS 







MUST MORE THAN 


TO THOSE who are seeking the utmost in security, you are always safe 
if you reeommend Sargent Pin Tumbler Cylinder Padlocks. Self-lock- 
ing spring shackles, locking ‘“‘heel-and-toe”’ with a rigidness that can 
be released only with the key. Shackles are either of carbo-tempered 
steel that resists hack-saw or cutting devices, or of hard drawn polished 
bronze. They are made with medium or extra-length shackles. Sargent 
Cylinder Padlocks are of the real pin-tumbler type that responds only 
to the individual key. They can be had with attached chains— with 
keyhole cover—and master keyed as required. 

Sargent Cylinder Padlocks, as well as all other Sargent products, 
will help convince your customers that your store is the place to secure 
the finest merchandise of the highest quality. Sargent & Company, 
New Haven, Connecticut. In New York City—Builders’ Hardware Divi- 
sion and Showroom, 295 Madison Avenue; Warehouse, 94 Centre Street. 


In Chicago— 150 North Wacker Drive (at Randolph). 





No. P 894 HSC No. P 896 HS 


SARGENT 


LOCKS AND HARDWARE 


PORE: . dccune 





No. N 896 HSD 





No. P 894214 HS 
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Since the granting of the original 
“Stainless” Patents, numerous alloys 
have been exploited which are often 
loosely and improperly referred to 
as “Stainless Steel.” Some makers of 
these metals are prone to capitalize 
the success of Genuine “Stainless” 
and to mislead the fabricator into 
thinking that a straight chrome iron 
is not obtainable in the particular 
physical properties required in his 
product. Nothing is further from 


genuine 


STAINLESS STEEL 


1s manufactured only 


under the patents of | 
AMERICAN STAINLESS STEEL COMPANY 


COMMONWEALTH BUILDING, PITTSBURGH, PA. 





* 


SUBSTITUTES CANNOT 


give the same results 







the truth. Stainless Steel is available 
in Brinell 150 to 600 and tensile 
strength 60,000 to 250,000 pounds 
per square inch. It is lower priced 
than the majority of its competitors 
and provides greater toughness and 


richer beauty than is obtainable in ’ 
any other modern metal . . . It pays 
to know about “Stainless”... Our 


booklets “Stainless in Industry” and 
“Stainless in the Home” will give 
you the facts ... Write for them. 


* 
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Our Other Products Include: 


Hexagon Poultry Netting 
Hen-Chick Poultry Netting 
Galvanized Hardware Cloth 

and the following brands 

of Screen Wire Cloth 

Certland Black Enameled 

Graywick 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 
Wickwire Copper 





ESTAS LISHED 1873 
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Note Twist and Reinforcement of 
NET-WICK Poultry Fence 


No Sag to NET-WICK Poultry Fence 


Farmers and poultry raisers say NET-WICK Poultry 
Fence hangs straight and stays tight. They don’t have 
to use top or bottom rails to keep it from sagging— 


it’s reinforced to STAY. 


Beauty and rigidity are combined in a practical man- 
ner. Both Horizontal and Perpendicular wires are 


the same FULL GAUGE—extra rigid. 


Wire best Open Hearth Steel drawn in our own mills. 
Every operation controlled in our own plants. And 
what a TWIST—you cannot open it by simply un- 
winding with pliers. 


No complaints when you sell NET-WICK. Our 
long experience is your protection—50 years back of 
every product we make. 


Your Jobber will supply you 


. 
INCORPORATED 1692 
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ARE 


YOU 
ON 
“WORTHINGTON TERRITORY’? 


“What of it”, you say. “Plenty of other jobbers covering this ter- 
ritory ... selling the same goods... quoting the same prices. Any 
real reason why I should buy from you in preference to ‘the other 
fellow’?” ) a 








Well, now, Mr. Dealer, that’s a pretty plain question and one that 
calls for a pretty plain answer. 


You're right about there being lots of other jobbers covering this 
territory and a lot of them are selling the same goods and making 
the same prices... just the same as you and your friendly enemy 


“The Other Hdwe. Co.” up the street. 

The important thing is, tho, how many of these jobbers can sup- A 
ply you with the bulk of your merchandise? In this day of increas- 
ing concentration in retail hardware buying how many of them i 





are prepared to give you not only the wide assortment of mer- 
chandise but the right kind of merchandise to meet today’s increas- 
ingly more critical market? Their prices, of course, must be the 
careful result of their ability to buy under the most favorable 
conditions. Their service must be of the best. In fact, their whole 
set up must be such that a tie up with them will make it easier for 
you to do business at a better profit! 


“Can a tie up with your house do that’? 


We believe it can! And so, as you continue to concentrate more 
and more on fewer sources of supply, we ask you to give serious 
consideration to the “House of Worthington” as one of them. 





THE GEO. WORTHINGTON COMPANY 
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READING with an eye for 
suggestions and SEF/NG 


the NICHOLSON B 


anions, : " Pn nl ; 

























MONEY is near the top of the pocket 
towards Christmas and some of it will 
be spent on tools. 


To make sure that it is spent on good tools, 
Nicholson File advertising for December 
tells millions of readers to go to their local 
hardware store. 


Naturally we should appreciate it if you 
would include in this season’s business a 
proportionate number of Nicholson Files. 
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NICHOLSON FILE CO. 


Providence, R.1., U.S.A. 






OLs, 
se 
U.S.A. 


ATRADE MARK) 


A File for Every Purpose 
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Brothers «Sisters 





The long arm of a generous Nation reaches to every far corner of the world, 
when calls of need are heard. It is characteristic of us, as a people, that we are 
ever cheerfully, eagerly willing to respond in such hours of dire extremity. Time 
and time again, it has transpired, through the years—AMERICA WILL NOT 
STAND IDLY BY WHEN SUDDEN CATASTROPHE DESCENDS UPON A 
HELPLESS UNIVERSE. We have a greater heart than we know, perhaps. It 
is. in the last analysis, no more than a beautiful demonstration of spirituality. 
Now “Golden Rule Week” comes to prove once-again that Uncle Sam has 
vast compassion for those who hunger and are heavy-hearted. HE WILL NOT 
FAIL. It is, in this instance ... the cries of little children . . . "hungry children 
. wee boys and girls, emaciated and very much alone. When one stops to think 
that these precious, charity-dollars FEED HUNGRY CHILDREN . .. save lives 
. go forth as splendid missionaries of Godliness—the act of giving becomes 
one of the sweet experiences of existence. This call comes at an hour so serious 
that delay is unthinkable. The coupon below should become the link between 
you and the starving children of many lands. Holidays will be days of thankful 
prayer if you respond. 


SPACE CONTRIBUTED BY HARDWARE AGE 


The donor may designate his gift for 
any philanthropy in which he is espe- 
cially interested and one hundred 


THE GOLDEN RULE FOUNDATION, 
Lincoln Building, 60 E. 42 St., 
New York, N. Y. 


f joll a Enclosed find $............. to be 
rare ™ a cc conte a doig used in meeting the needs of suffering 
Undesignated gifts will be allocated by humanity. 
the Survey Committee after careful SUED coethaecnessan 


investigation to meet the most 
acute needs through the most efficient 
agencies. 


ADDRESS ....... 








A Non-Sectarian Charity 
Far-Reaching in the 
Good It Does 


This Drive is non-sectarian .... it has no 
barriers of race nor creed. All it asks 
is that children shall be served and that 
hunger shall not long endure. Think of 
the grave disaster which was visited upon 
Porto Rico! Th ds upon th d 
of little children are STARVING there. 
And they are AMERICAN children. mind 
you. 

‘ From the lonely, bleak mountains of 
the South—in our own United States— 
to the most remote lands of Europe, 
“Golden Rule Week” funds go... . to 
relieve actual, bitter suffering and to save 
the lives of the generation which is to 
come. 





DECEMBER 
7—14 
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‘GRIP-E-GRIP” 


A NEW | 


STANLEY SCREW DRIVER [Ee 


For the the first time you can 
offer your trade a 
screw driver that won't slip in the hands 























NOTHING is more exasperating than to try to grip 
a screw driver handle with hands covered with 
grease or perspiration. 


The new Stanley ““Grip-E-Grip” never slips. The surface 
of the handle is treated with a gritty non-slip sub- 
stance which gives you twice as much twisting pow- 
er when the hand is dry and eight times as much 
when the hand is covered with grease. Hundreds 
of tests have proved that this new finish will not in- 
jure the hands—it can’t, as your hand does not slip. 


Stanley “Grip-E-Grip” Screw Drivers 
No. 700 are made in 6 sizes, 3”,4”, 5”, 6”, 
8” and 10” blades and finished in four 
colors — red, blue, green and orange 
with name “Grip-E-Grip” stamped in 
gold. Packed 6 in a box assorted colors. 


Order the“Grip-E-Grip” 
Screw Drivers from your 
jobber —they’ll sell 


Show us another screw driver themselves 
that you can hold without 
slipping in a test like this 











| 
| 











STANLEY 
“GRIP-E-GRIP” 
SCREW DRIVER 
No. 700 











| 
; 
: 
a 


Metal Display Stand 
N 10 





o. 70) 
"Holds 12 screw drivers. Fur- THE STANLEY RULE & LEVEL PLANT 
ment of 12 “Grip -E-Grip”’ New Britain, Conn. 


screw drivers. Four each 4”, 
5” and 6”. Order one today 
from your jobber 


STANLEY TOOLS 
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SHERMAN 
ELECTRICAL GOODS 


Many hardware dealers find the Electrical Goods 
Department one of the most profitable in their 
store. 

We have specialized in the Electrical Field for 
many years and the growing demand for our 
products is proof of the satisfaction they give. 
Our line includes the following materials: 


SHERMAN SOLDERING LUGS 


A standard line of the best known quality. 
Bulletin No. 6. 


SHERMAN TERMINALS 


Used by many in 


The only complete line. 
Bulletin No. 13. 


preference to all others. 


SHERMAN FIXTURE CONNECTORS 


A perfect solderless connector for all small wires. 
Bulletin No. 10. 


SHERMAN GROUND CLAMPS 
Bul- 


All copper—one piece—easiest to apply. 
letin No. 11. 


SHERMAN Set Screw CONNECTORS 


A complete line of improved quality. Bulletin 
No. 8. 


SHERMAN CONNECTORS 


The most economical and effective copper con- 
nectors for lead wires on motors, etc. Bulletin 
No. 4. 


SHERMAN FUSE CLIPS 


Properly made of the best quality spring bronze 
and copper. Bulletin No. 5. 


SHERMAN BATTERY CLIPS 


One piece. 
common necessity. 


SHERMAN Tinned SPLICING SLEEVES 


For stranded conductors. An entirely new item 
with us. Made from Highest Quality Pure Cop- 
per to conform exactly to the specifications 
suggested by an N. E. L. A. committee. Extra 
strong and free from burrs. Samples sent on re- 
quest. Send for Bulletin No. 19. 


A long needed improvement in a 
Send for circular. 


The above products are fully described 
in the Bulletins listed. 


Sold Through Jobbers 


H. B. SHERMAN MFG. CO. 
Battle Creek, Mich. 

















Our FREE 
“Dealer Helps” 
will help you sell 















The famous. PENN- 
SYLVANIA Junior, 
B. B. 








The SUPER Great 

American, B. B. 

(Ball Bearing 
Wheels) 





New Wm. Penn. 
B. B. One Size 
only, 16-inch. Re- 
tail price, $16.50 
at Philadelphia 


THREE 














XLVANIA 


LAWN MOWERS 


In writing for these “Dealer Helps,” please 
give your jobber’s name and the names of 


all the PENNSYLVANIA brands you carry. 


PENNSYLVANIA LAWN MOWER WORKS 
1615-35 North 23rd Street Philadelphia, Pa. 
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POINTS TO CONSIDER 
When You Put in a Line 


First:—Is the manufacturer capable 
, of delivering a dependable product 
on time? Since 1881 Neely has been 
rendering uninterrupted service to 
industry. 
it Second:—Can my stock be maintain- 
— ed from a nearby source of supply? 
Ask your distributor's salesman for 
complete data on the Neely line. Dis- 
tributors all over the United States 
are co-operating with us to give you 
top service. If your distributor should 
be unable to supply you, write to us 
direct. 
Third:—Will the quality satisfy my 
trade? Service here begins with test- 
ed and proved quality in the raw 
material and continues on down to 
the final inspection. Neely quality 
knows no compromise. 
@) You can build up an increasingly 
profitable business by concentra- 
ting on this line. 
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Order from 
Your Distributor 
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NUT & BOLT CO. 

PITTSBURGH, PA. 











BOLTS » NUTS - RIVETS » RODS ~ UPSET FORGINGS 
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Under 


Never a squeak Millions of 


nor a groan 

comes from the F ootsteps a 
hardwood floor 

that is fastened with Reading Cut Flooring 
Nails. Even under millions of footsteps 
the boards will not loosen. Reading Cut 
Nails, with their greater gripping power, 
stay tight—until the floor itself is worn out! 


Reading Cut Flooring Nails are espe- 
cially desirable for fine flooring jobs, 
where a lastingly smooth and beautiful 
surface is the aim. Our illustrated catalog 
gives valuable information about Reading 
Cut Nails—send for it today. 


READING IRON COMPANY 


Reading, Pennsylvania 


Atlanta Cincinnati Pittsburgh Greensboro, N. C. 
Baltimore Detroit Cleveland Seattle 

Boston Houston St. Louis Philadelphia 
Buffalo Los Angeles Tulsa New Orleans 
Chicago New York San Francisco Kansas City 


A g “Years of experience in handle making— 
S ; from tread mill to modern plant production.” 
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SALLEE HANDLESZ\ 
Pass their tests in sf sn 


ZERO COLD wr” 





—_ 





—_— 


HE bleak of the north woods gives a 

test of its own for tools and tool 
handles. The “lumber jack” has learned 
by experience that an axe blade is “‘brit- 
tle” at zero cold and that many handles 
“crack”’ or “break off in the eye” when 
battered about in the tasks of logging in 
snow and ice. 


Sallee handles have been shipped to 
northern camps for almost half a cen- 
tury. They have been tested and ap- 
proved for gruelling work far below the 
freezing point. That’s because Sallee 
handles are made from tough, second- 
growth hickory and designed by men who 
know the art of handle making. 


Write for price lists and grading sheets. 


SALLEE BROS. 








POCAHONTAS, ARK. 
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written in Flake Graphite 
for more than 100 years 


This is the identifying mark of 
Dixon’s Graphite. The combina- 
tion, Dixon’s and Graphite, have 
been synonymous all over the world 
for more than 100 years. 


And, another word that is closely 
linked with these two is—lubrica- 
tion. These three are inseparably 
linked in the minds of thousands of 
mechanics, maintenance men, and 
engineers, for unquestionably 
Dixon’s Flake Graphite has its place 
in every well planned scheme of 
lubrication, and as an auxiliary 
lubricant with oils and greases it is 
generally recognized as benefiting 
the base lubricant. 


If you have never had the how, 
where, and why of Dixon’s Flake 
Graphite lubrication explained to 
you, write for it today. Or, better 
still, send us an outline of your 
lubricant sales problems and we'll 
tell you how Dixon’s can help you. 


Joseph Dixon Crucible Company 


Jersey City D N New Jersey 
Established 1827 














When it’s 
the woman 


who pays... 


TELL HER .. . how easily an ALLITH garage door in- 
stallation works. That getting the car out of the garage is no 
trouble at all with ALLITH door equipment. That she may 
depend on ALLITH to function at all times and in all weather. 
That ALLITH matches, in appearance, the finest of cars yet is 
priced no higher than the ordinary kind. 


heey When the 
man does 


the buying... 





POINT OUT the many mechanical superiorities of the ALLITH. 
Show how outside appearance is matched by inside dependability 
and quality. Tell him that the frame and hanger are of 
Certified Malleable, and that most models have roller bearing 
wheels, ball bearing swivels, and vertical side rollers. 


When the 


Contractor 
m has a problem 





GET OUT your ALLITH Catalog. Simply written, completely 
illustrated, it is your sure guide to all door hardware. Keep it 
handy for ready reference. Take care of all special jobs such 
as airport hardware, etc., at a goéd profit. ALLITH quick 
service on all orders will help you make friends. If you’ve 
mislaid it, write for another. 


Allith-Prouty 
Company 


Danville, Illinois 


Allith 


Garage Door Hardware 
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STOP BUYING 
SIGNS rong es F rs 

HE very heart of 

Open Display Mer- 


chandising is the Adver- 
tising Sign. 


But it is frequently ex- 
pensive as well as neces- 
sary. Without this mate- 
rial expense, selling costs 
through this method 
would be greatly reduced 
and profits increased ac- 


cordingly. 


The use of this simple, effective and ingenious sign 
writing device places all the signs you want or need at 
your disposal, absolutely free except for the few cents 
worth of card stock used. 


Anyone in your store can operate SHOWCARDER with- 
out experience or practice and make excellent, profes- 
sional looking signs from the very start. Write TODAY 
for full information. 


Showcarder Inc. 
2332 University Ave. Saint Paul, Minn. 











Moe’s Poultry Supplies 











Oat Sprouter Winter Fountain 
Moe’s Line of Poultry Equipment. 


Everything needed—Feeders, Drinking Fountains, Hoppers, 
Coal, Oil and Electric Brooders, etc. In great variety, 
moderate in price, and nothing better made. 


A distinctive and popular line of Good Poultry Supplies. 
Write for new 72-page Catalog and Prices. 


OEFT & COMPAN 


2305 Davis St. North Chicago, III. 








































Th’ “Hivinly” Hod— ‘6 3: . 


—"An’ th’ good 
father has always 
told me, that they'll 
be givin’ me a harp 
whin Oi go to 
Hivin’ an’ Oi'll sit 
an’ play sweet 
music all the day— 


But, O’im av the opinion, an’ begorrah, it will 
plaze me better, that phwat they'll be after givin’ 
ould Pat will be anither hod—a golden wan, sit 
with di’monds—that’ll carry a da-cent load with- 
out la’kin’ all over a gintlemin’s shoul-dher.” 


NEVER DRIP STEEL MORTAR HODS 


Cannot leak. Made entirely of steel with wooden 
shoulder saddle and handle. Edges reinforced— 
fork pressed from heavy gauge steel. Weight 
only 11 Ibs. 


Get a stock in. They 
sell easily with an 
excellent profit. 
Write today for 
prices. 






The Cleveland Wire Spring Co. 
CLEVELAND, OHIO 
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From the day it’s sold, 
it sells you, your store, 
your judgment. 




















From the day you sell an ARMSTRONG BROS. Better 
Pipe Tool it builds good will for your store—for it does 
its work exceptionally well, makes each task easier, stands 
up and gives a superior service. These are in no sense 
ordinary pipe tools. Finer materials, more accurate ma- 
chining, improved manufacturing methods and better 
tool-engineering give these tools unusual strength, balance 
and handiness. They are smartly finished, “look the part” 
and because of their sur- 
1 a prising “balance,” once in 
Forged hand they are half sold. 
aw 
2 Drop Display them, point out 
{ Forged their unusual features. 
er 3 Drop They will repay ‘pushing. 


Handle Write today for Catalog. 





enced ARMSTRONG BROS. 

Hardened TOOL CO. 

oo = “The Tool Holder People” 
6 tested ' 314 N. Francisco Ave., 

Chains CHICAGO, U. S. A. 


ARMSTRONG BROS. 

















GER ue am 
RERMEIARE SURO 


Pe ae 








HARDWARE AGE for DECEMBER 4, 1930 













CLEVELAND 


New York: 94 Reade St. 
London and Leicester, England 
Fredk. Pollard & Co.. Ltd. 


guile, 
TOO 
co. 


SHIELD BRAND 
BIT STOCK DRILLS 


FOR METAL OR WOOD 
ALL SIZES 


THE STANDARD TOOL (0. 


Chicago: 552 W. Washington Blvd. 
Geneva, Switzerland—Im-Fo-Sa 


Paris, Franee—Burton Fils 

















CORBIN 


Wood Screws 
Drive Screws 
Coach Serews 
Machine Screws 
Set Screws 

Cap Screws 
Thumb Screws 


Special Automatic Screws 
Machine Products 


Stove Bolts 

Tire Bolts 

Sink Bolts 

Machine Screw Nuts 
Stove and Tire Bolt Nuts 
U. S. S. Nuts 

S. A. E. Castellated Nuts 
S. A. E. Plain Nuts 

Jack Chain 

Plumber’s Chain 
Register Chain 

Safety Chain 

Furnace Chain 

Ladder Chain 

Sash Chain 

Escutcheon Pins 
Speedometers 
Tachometers 


CORBIN 





Be 
— 

—_— 
—_ 
—_ 








ATU ded 





UNIFORM QUALITY and ADEQUATE STOCK 





The CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warchouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 
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STERLING WIRE PRODUCTS 


The Northwestern Barb Wire Co. are fabricators of: 
Straight Line Netting . . Poultry Fence . . Field Fence . . Barb Wire 


. » Corn Cribs . . Ornamental Lawn Fence . . Ornamental Gates . . 
Farm Gates . . Red Head Gold Band (Spiral Wrapped) Bale Ties 
. - Smooth Wire . . Nails . . Dillon Combination Hoist and Stretcher 








STRAIGHT LINE 


Combination. 
Poultry Netting 


GALVANIZED BEFORE 
OR AFTER WEAVING 


Here is a big opportunity for you to make additional 
poultry netting sales — for the exclusive advantages 
of this new netting will instantly appeal to your cus- 
tomers. For the first time you can sell positive pro- 
tection and perfect service at a lower cost. 


Increase Your 
Netting Sales/ 


The new and unusual construction of Combination 
Netting gives all that is desired. It fully meets every 
requirement of modern poultry keeping. The line 
wires for the first 12 inches are spaced 1 inch apart; 
the second 12 inches, 11% inches apart, and the bal- 
ance, 2 inches apart. The line wires on Combination 
Netting as well as on STERLING Regular Straight 
Line Netting, run the full length of the roll. These 
line wires are locked together by the mesh wires so 
securely that they cannot slip, spread, or unravel. The 
netting will not bag or sag when unrolled and erected. 
The full strain of the stretching falls on the straight 
line wires. It can be taken down and erected time and 
time again with perfect results. It looks better — is 
easier to erect — needs fewer posts — and does away 
with the necessity of top and bottom boards. It is not 
necessary to erect an all one inch netting, or both 1 
inch and 2 inch netting to get complete protection. 
STERLING Combination will give better protection at 
a lower cost. Furnished if 42”, 48”, 60” and 72” 
heights and 19 and 20 gauge. 








will give you complete informa- 


Your Jobber tion and prices on the Sterling 


Line, or write direct. 


NORTHWESTERN BARB WIRE CO. 


SINCE 1879 


STERLING —- — ILLINOIS 
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T seems like ancient history to go back 
to 1849, when the first gimlet - pointed 
screws were put on the market. 


Through the 92 years of its history, the 
American Screw Company has made count- 
less contributions tothe perfection of screws. 
The latest forward step is to make it easier 
for your customers to buy screws — in 
“Handy Packs.” A carton of*“Handy Packs” 
(containing six packages of each of the 
ten most useful sizes) should 
be on your counter. It will 
bring a lot of reminder sales. 


Your jobber can supply you. 





WOOD TIRE STOVE MACHINE 
SCREWS BOLTS BOLTS SCREWS 


AMERICAN SCREW CO 


PROVIDENCE,R.I.,U.S.A. 


WESTERN DEPOT,225 WEST RANDOLDH ST.CHICAGO. ILL. 


Put lt Together With Screws 


SIS 
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# SILVER 
STEEL SA 
OFFER CHRISTMAS-TIME 
PROFITS 


A market in which you as a dealer in 
Atkins SILVER STEEL Saws can real- 
ize profit is—“the home field.” 








Call your customers’ attention to these 
famous saws as gifts for “the man 
who makes things.” 


Wide-awake merchants will cash 
in on Atkins advertising to 
home craftsmen as well as 
skilled carpenters and other 
builders, who are the best of 
prospects for “practical 
gifts.” 


ATKINS 
SILVER 
STEEL 
SAWS 


ATKINS No. 9 
HOME BUILDER 


“For the Man Who Makes Things” 


as 
(MD Mila 





Here 1s a pattern that will fit the purse 
of any prospect. 


Atkins No. 9 Home Builder is made of a high-grade special steel 

for the man in the city or on the farm, who desires a medium priced, 

general utility tool. It has a nicely polished blade, evenly tempered 

throughout; skew back; a well seasoned beech handle, with plenty of 
hand room; made only in 24 inch lengths and 8 point. 


There is still time to stock Atkins SILVER STEEL Saws for Christmas, if 
your present supply is low. Take advantage of this season that comes once a 
year to net a few more dollars to your annual PROFITS. 


E. C. ATKINS AND COMPANY 


Home Office and Factory: Indianapolis, Indiana 
Canadian Factory: Hamilton, Ontario 
BRANCHES 
Atlanta New York Portland 


Memphis Chicago Seattle 
New Orleans Vancouver San Francisco 
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A number of large 


They Increased Their New york department 
stores are spending 


Advertising— seis: anak. cat 


more for newspaper advertising this year than in 1929. 
They have worked on the theory that while it requires 
more effort to sell goods in periods of slow business, 
buying can be stimulated by consistently calling atten- 
tion to merchandise and values; that any let-up in 
advertising results in sales falling below the general 
average for such periods, since those who do purchase 
are influenced to buy from stores which maintain a 
prominent place in the public mind. 

The results to date amply justify their stand. While 
sales generally have been considerably below those of 
1929, these particular stores have been able to main- 
tain their sales: within one per cent of last year’s 
volume. 

Meanwhile they have kept their prestige and have a 
running start toward the up grade in prospect for 1931. 

Lack of advertising now increases your next year’s 
handicap. 


chain stores and 


Loss Leaders mail order houses, the 
so-called “Loss Leader” 


and Private Brands s°<called 
is invariably an item of 


known value. Since it is used in the nature of a bait 
to create the impression that all their merchandise is 
extremely low in price, it is essential that loss leaders 
be well known, both.as to value and standard price. 

With the tremendous competition now in evidence 
in chain circles, it is perfectly natural that the range 
of merchandise used as loss leaders has had a rapid 
growth, until a large percentage of well known brands 
have been affected by it. The result is that chain store 
margins have suffered appreciably. 

To build up those margins and maintain a general 
profit, the chains must now look to increased sales of 
private brand goods—merchandise which they can buy 


With 





and sell at their own price. Their next step therefore 
is one of making the public believe that their private 
brand items are as good as the trademarked ones of 
nationally known manufacturers, and that they can be 
bought at lower prices. 

Once this has been accomplished, what will be the 
status of the present well-known trademarked lines? 
It would seem that many manufacturers of nationally 
known products are shortsightedly aiding a movement 
which will eventually reduce profits in their products 
and build up strong private brand competition. 

Apparently the “foot-ball” season is on in more ways 
than one. 


Chock - d Have you ever stopped to 

reason why thousands are en- 
Double Check joying the life story of Amos 

* ’n Andy? There is just one 
great fact that explains why they are so popular. 
Here it is: They lay human nature before us to 
smile at. (It is an achievement to be able to smile at 
ourselves.) : 

There are so many Andys in business today. In 
fact there have been—always. And they usually have 
their Amoses to turn to in times of stress. The last 
decade of prosperity made a lot of “big business men” 
out of fellows like Andy. They are in a jam now and 
they are “regusted” with business. They “just don’t 
know whut to do” about it. The Amoses are plug- 
ging along, driving the old cab and keeping the bus- 
iness intact. We might even suspect that the bad 
conditions are the result of the fool “propolitions” 
of the nation’s Andys. 

But things have a way of withstanding almost any 
treatment; prosperity will finally be discovered “in 
again” and our brave Andys will swell up and declare 
themselves the “real heads” of everything. For a 
while all will be well. When our Andys have had 
their fling we will have this experience all over again. 

Human nature in business. It’s a great show. 
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McKinney Policies is the bogey man of all retailing! Increase his speed 
There is a decided trend and he increases profits. But in the lock and trim 
among progressive whole- department of builders’ hardware the problem of 
salers and retailers to increasing turnover has been a stickler for many 
ers years. Everybody has been pecking at the prob- 


licy as well as hi . 
eile soothe lem! Now it has been corrected at the source. 


tienes aith te . . . Once in a lifetime a small invention is 
quiries. It is the developed and expanded in competent hands 


modern way of Mc KINNEY and presto—an age-old problem is no more. 
doing business. 


McKinney builders’ locks and trim have 
McKinney poli- eeoneumbteladl 3 ; cole. 
, W plished just that! Automatically 
add ented . 7 H ARD ARE they speed up the turnover in this depart- 
ar- 

. t three to five times. Like all impor- 

they can be pre- — . 4 7 ; 
for Builders tant contributions to an industry the prin- 


sented in black 


and white in this ciple of the solution is simple: The Mc- 
small space. First, Kinney Lock reduces the number of sizes and 
McKinney _ products types of locks which the dealer needs to carry 


are not sold to chain- 
stores or mail-order 
houses. Second, develop- 
ment work is concentrated 


to fulfill every requirement thereby making his 
inventory turn more times each year. .. The Mc- 
Kinney Lock holds tremendous possibilities in 


on the perfection of spe- new and interesting trim which has captured the 
cialties that will remove the attention of architects. It has won contractors on 
legitimate hardware trade sight for its vast saving in application costs. But to 
from: grofiless competition. the trade its welcoming has been overwhelming. It 


uproots a stumbling block to profits. It increases turn- 
over! McKinney Manufacturing Company, Pitts- 
burgh, Pennsylvania. 


President 


| 
| 
| 
| 
| 
| 
| 


HINGES 
| GARAGE HARDWARE 

| FORGED IRON HARDWARE 

| BUILDERS’ LOCKS AND TRIM 
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Is the Hardware Trade Losing Business 


Through Unbalanced Stocks ? 


By LLEW S. SOULE 


E were talking to a well informed bank 

official recently ; a man who looks after the 

mercantile accounts of a great financial in- 

stitution. The talk veered to the hardware 
industry and he said: “The hardware trade is making 
a big mistake. The men in it are keeping their stocks 
too low. It is true with regard to both wholesalers and 
retailers. If they don’t watch out they are going to 
let a large part of their business get away from them. 
They have already let some of it get away.” 

You refer particularly to salable merchandise, don’t 
you? we queried. “Certainly,” he replied. ‘Unsalable 
merchandise—goods that are not in demand or that do 
not move on a reasonable basis—is not stock; it is junk. 
True it may not be junk in some other place. It has a 
certain value, but only when it is salable. Junk is stock 
to the junk dealer, but not to the hardware wholesaler 
or retailer. Goods which are only taking up warehouse 
or store space should be disposed of regardless of price. 
The jobber or retail merchant who regards such mer- 
chandise as stock is only fooling himself. If he operates 
on a budget system and includes such merchandise in 
his stock investment he is crippling his opportunity. It 
does not properly represent stock investment. It is 
largely a matter of expense. At least that part of it 
which he cannot turn into cash, is an expense item.” 

Why do you think that stocks in the hardware trade 
are too low? we asked. “I don’t think so,” he replied; 
“T know it. It is part of my business to know. In my 
work I have an opportunity to inspect many stocks of 
hardware, wholesale and retail. I see the sales records 
and can compare them with past records. I often find 
instances where shortages of stock are reflected in 
lower sales. By checking up I can often prove that com- 
petitors are showing increased sales of the items which 
in my client’s stock are low or on the out list. 

“Then too, our business brings us in contact with 
chain systems and mail-order houses. The stocks of 
these competitors are larger in proportion than those 
of the hardware trade. They do not carry full lines, 
and they have less dead stock, but on the salable items 
which they carry, their stocks are larger in proportion 
to sales. They are picking up business every day from 
people who would have bought from some hardware 
merchant if his stock had been in proper shape. 

“There is another angle to the situation,” he added. 
“These competitors of the hardware trade are keeping 
up their stocks while business is light, with a definite 
policy of winning trade from those wha fail to do like- 
wise. They mean to hold that trade when business 
picks up—as they know it will pick up. They realize 


that a revival of consumer buying will still further tax 
the stocks of many independent merchandisers—whole- 
sale and retail. They realize that very few manufacturers 
have any great surplus of manufactured goods on hand; 
that wholesale and retail stocks are abnormally low. 
They reason that when buying starts it will take time 
to get the goods to fill stock gaps. They plan to be one 
good jump ahead of the crowd by having enough stock 
of merchandise they know will sell, to tide them over 
the stock replacement period. ‘They further reason 
that since they have bought freely during the dull 
period, the manufacturers will see to it that they have 
the preference when temporary shortages arise. They 
are studying markets. They know that some goods are 
now selling at the cost of production or less. On those 
goods they are buying NOW, in fairly large quantities. 
They plan to make money on the rise which they feel is 
sure on such merchandise.” 

We do not feel that the views of bankers are in- 
fallible. The scope of the banking business is so wide 
however, that what they think concerning other lines 
of business deserves at least a measure of considera- 
tion. There may be more than a grain of truth in this 
banker’s conclusions. A check-up of your own stock, 
your sales, and your outs or near outs, will give you a 
fair idea of whether or not what he has said refers to 
You. 

Under no circumstances would we advise hardware 
merchants to load up their stocks on the mere assump- 
tion of shortages to appear later. Under no circumstance 
would we advise them to buy for more than a reason- 
able period ahead. We would earnestly advise them 
however to rid their stocks of urisalable goods and keep 
their range of salable goods up to reasonable levels; to 
avoid outs as they would any other business factor that 
tends to lose sales and alienate customers; to keep their 
stocks up to the basis the customer has a right to expect 
them to be. We would advise them to study markets 
and market conditions carefully and to keep informed 
as to market trends. Their own judgment should then 
tell them what to buy and how much. 

A reasonable turnover of goods is always to be de- 
sired, but a turnover of customers due to stock defi- 
ciencies is another matter. This is a time for the hard- 
ware wholesaler and retailer to keep their business on 
an even keel, maintaining stocks on a basis to meet alk 
reasonable demands and regarding speculation as some- 
thing apart from business. At the same time it is well to: 
remember that preparedness is not speculation. It is 
an essential to good business. 
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F COMPETITION is so close as to reflect on the 
integrity of the merchant, then there are only 
two ways to proceed. The first is to discontinue en- 
tirely the merchandise affected, provided that the 
hardware dealer can offer proper substitutes, without 
losing any possible sales. For instance, he can con- 
centrate on the John Doe line in substitution of any 
tool line, and if he trains his sales staff properly, he 
will continue to hold a large part of the business on a 
profitable basis. Any loss of business thereby, would 
be more than offset by the saving on investment in 
stocking one less line.” —Louis Appleton. 


When customers declare that some particular item 
can be purchased for less money elsewhere, it is the 
Appleton policy to explain that this is an unfair basis 
of comparison as the one article is being used as “bait” 
to attract trade. In fairness such customers are asked 
to compare the total price of any twenty items in 
other stores with their total figure for the same 
items, declaring they will save the patron at least 
5 per cent, stressing the point that the customer will 
be much better off at the end of the year through 
trading with Appleton’s exclusively. 
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‘But he has THREE 


OUIS APPLETON, proprietor 
of the Appleton Hard- 
ware Co., Freeport, L. L., 
N. Y., is convinced that 
the ‘“chain-store-bugaboo” has 
been exaggerated, although in 
voicing this opinion Mr. Appleton 
explained that he does not mean 
that chain store competition 
should be ignored by hardware 
merchants. Instead, he advocates 
doing- something about it. Too 
many dealers, he says, hear and 
read so much about chain store 
competition that they become de- 
pressed and despondent over the 
outlook. According to Mr. Apple- 
ton, all worth while enterprises 
have their problems, but they can 
all be solved if an effort is made, 
and if merchants will profit by the 
mistakes they have made in the 
past. 

Accidents occurring in engi- 
neering projects, he pointed out, 
often cause the loss of life, but 
the project isn’t abandoned on 
that account. A lesson is learned 
from previous experience and on 
the next similar project, the nec- 
essary precautions are taken to 
prevent recurrence of a like catas- 
trophe. “The same principle can 
be applied by hardware mer- 
chants,” said Mr. Appleton. “It is 
strictly up to the hardware mer- 
chant,” he continued, “to recog- 
nize the problems confronting him 
and to effect a solution. There is 
always some way possible to effect 
a remedy. At least, I have never 
yet found it impossible to over- 
come the obstacles as I make it 
my business to surmount them as 
they present themselves.” 

Mr. Appleton has some very 
definite ideas about meeting chain 
store price competition, offering 
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as Price Competition / 
WAYS to OVERCOME IT 


the following three solutions to 
three different types of price com- 
petition: “The action of the in- 
dependent’ retailer, regarding 
items used as ‘loss-leaders’ by 
chain stores, depends somewhat 
on the individual merchant; his 
competition, and the nature of his 
customers. Should that price cut- 
ting competitor be in a different 











trading locality, where the inde- 
pendent merchant’s trade is not 
apt to go regularly, then the best 
course to pursue is to pay no at- 
tention to the price cutter. 

“It has been ably expressed in 
HARDWARE AGE some time ago that 
the average merchant gives his 
customers too much credit for 
knowledge they don’t possess. It 





By J. M. WITTEN 


proves the logic of this statement 
by explaining that neither mer- 
chant nor his staff could nanie the 
price of each article in their store, 
if all price tags were removed— 
so how can they expect a man or 
woman, to whom their store is just 
another store to know what the 
price should be on every article. 
This unwarranted fear has caused 
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many a merchant to go in red ink, 
whereas he could have a hand- 
some profit at the end of the year. 

“If, however, the competition is 
so close as to reflect on the in- 
tegrity of the merchant, then there 
are only two ways to proceed. The 
first is to discontinue entirely the 
merchandise affected, provided 
that the hardware dealer can offer 
proper substitutes, without losing 
any possible sales. For instance, 
he can concentrate on the John 
Doe line in substitution of any 
similar line, and if he trains his 
sales staff properly, he will con- 
tinue to hold a large part of the 
business on a profitable basis. 
Any loss of business thereby 
would be. more than offset by the 
saving on investment in stocking 
one less line. 

“If, on the other hand, the line 

is such that he cannot cut it out 
entirely, because of its being in 
popular demand, the best course is 
to meet price competition without 
featuring the article. Give it a 
minimum of display, and wherever 
opportunity suggests, sell some- 
thing ‘better or far more effec- 
tive. More than half the _ in- 
quiries can be swung over to the 
benefit and profit of the mer- 
chant. 
*""A silent campaign of this na- 
ture’soon begins to tell and when 
the manufacturers’ representa- 
tive wants to know why this con- 
dition prevails, just tell him as 
long as his company permits its 
product to be used as a football, 
with no profit to the merchant, it 
will be treated as: one of the 
‘black sheep’ of the store. 

“The sooner the average manu- 
facturer realizes that in selling 
over the. counter, the established 
and respected merchant’s word is 
the predominating power to swing 
sales, and in fact far overshadows 
any consumer advertising the 
manufacturer might do, the bet- 
ter for the manufacturer and job- 
ber of the future. The more op- 
portunity the merchant is given 
to make a legitimate profit, the 
better the chance for him to pay 
and discount his bills promptly. 
This ideal condition in the long 
run will benefit the entire mer- 
chandising structure. 

“We had an example, not so 
long ago, of a well-known adver- 


WHAT APPLETON THINKS 
ABOUT RETAILING 


“The sooner the average 
manufacturer realizes that in 
selling over the counter, the 
established and _ respected 
merchant’s word is the pre- 
dominating power to swing 
sales, and in fact far over- 
shadows any consumer adver- 
tising the manufacturer might 
do, the better for the manu- 
facturer and jobber of the 
future.” 


* & © 


As a more permanent solu- 
tion to price competition, he 
advocates that wholesale 
firms employ shoppers or con- 
tact men to keep in touch 
with the retail prices hard- 
ware merchants have to meet 
on like or comparable items. 


* * * 


Twenty patterns of andi- 
rons, all having a different 
cost, are sold at the same 
price. This lowers sales re- 
sistance and is less confusing 
to customers, making a quick 
decision possible. The first 
season this plan was tried the 
only two sets on hand at the 
close of the season were the 
two most expensive sets. 





tised self-wringing mop, which 
had always sold for $1.50. The 
manufacturer thought he had 
things his own way and without 
correspondingly reducing the cost 
to the dealer, in order to provide 
a legitimate margin of profit, 
started to label and advertise said 
mops at $1. 

“We immediately put the mops 
out of sight and started to push 
a mop that gave us a fair margin. 
The most astounding result was 
how utterly our business on this 
well-known mop decreased from 
an average of one a day to one a 
week. This same policy must 
have been adopted in other stores, 
because the price to the retailer 
has since been lowered to a legiti- 
mate basis and we are again show- 
ing and selling it with enthusi- 


asm. We maintain that nothing 
can endure that is not profitable 
to all parties concerned—pro- 
vided that the retailer realizes 
that he is the power behind the 
gun.” 

Mr. Appleton narrated a recent 
experience with weatherstrip of 
the brass and felt type. He had 
found a source where he could 
purchase it, in 3-ft. strips for use 
on the bottom of doors, at 8c. a 
foot, and felt elated over being 
able to secure it at that figure as 
most distributors were asking 10c. 
per foot for similar weatherstrip. 
His elation was of short duration, 
however, for he discovered that a 
chain store, located directly 
across the street was selling 3-ft. 
lengths of a strip of comparable 
quality for 25c. He at once started 
to find a remedy and has no ap- 
prehension over being able to 
place himself in a position to 
meet the chain store price. As his 
purchases are largely concen- 
trated. with one wholesaler, his 
problems receive careful attention 
when they are brought to the job- 
ber’s notice. 

However, as a more permanent 
remedy for such matters, Mr. 
Appleton suggests that wholesale 
firms might employ a shopper or 
contact man to shop competitive 
establishments to keep in touch 
with the retail prices the hard- 
ware merchant has to meet on like 
or comparable items. He voiced 
the opinion that in the larger 
cities all of the wholesalers might 
cooperate in employing and com- 
pensating a man for this purpose. 

In pricing merchandise, Mr. 
Appleton utilizes a rather unusual 
plan on most major lines. As an 
example, nearly twenty patterns of 
andirons are carried in stock and 
hardly any two pairs have the 
same cost, but they are all sold 
at the same price. This, he has 
found, lowers sales resistance as 
it is less confusing to customers, 
making a quick decision possible. 
A sign on the wall over the dis- 
play of andirons and fireplace fix- 
tures now reads: “Andirons—$15 
Value—Your Choice $7.95.” Odd 
as it may seem the only two sets 
of andirons left at the close of the 
first season the plan was tried 
were the two most expensive sets. 

(Continued on page 68) 
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Yuletide Electrical Decorations 


Evanston Merchants Unite In Decorating Business Streets 
~ 


ERCHANTS in many 
cities have in recent 
holiday seasons coop- 
erated in decorating 
the principal business streets, in 
the vicinity of their stores, with 
electrical decorations in brilliant 
holiday colors. The effect is 
always pleasing to behold and is 
an idea that is conducive to in- 
creased holiday business. When 
much is made of Christmas, then 
the public will respond to a 
greater degree than if it were 
shown but slight deference by 
merchants. The Fountain Square 
business district of Evanston, 
Ill., a suburb of Chicago, used 
special electrical decorations for 
the holiday season last year with 
splendid results. For a_ full 
month during the holiday season 
of 1929, this section, where five 
different streets converge, blazed 
ever night with a galaxy of vari- 
colored lights. 
Sixty stringers, carrying ap- 
proximately forty red and white 
frosted lamps each, formed fes- 


toons over the streets in the dis-> 
‘ trict for nearly a dozen blocks. 


Four large elm trees in the square 
proper were strung with hundreds 
of colored lamps which reached 
to the topmost branches. The 
fountain itself was the center- 
piece of-the whole scheme. The 
fountain was almost entirely cov- 
ered by electric lights of different 
colors making a brilliant vari- 
gated canopy, having its apex 
capped with a glittering Christ- 
mas tree. Six high powered flood- 
lights inside the display contrib- 
uted to the brilliance. Encircling 
the fountain were wreaths and 
other strings of colored lamps. 
Four smaller Christmas trees, 
spaced at regular intervals around 
the base of the fountain com- 
pleted the decorations in the 
square. 

Merchants subscribing through 
the Evanston Chamber of Com- 
merce met the cost of the display. 


It had been the custom for several 
years for the merchants in the 
Fountain Square district to unite 
in making possible the electrical 
decorations, but in 1929 the deco- 
rations were more elaborate than 
ever before. The Evanston Cham- 
ber of Commerce contracted with 
the local branch of the light com- 
pany to design, install, maintain 
and dismantle the whole job as 
well as to furnish the materials 
and current. From a commercial 
standpoint, everyone who partici- 
pates, finds it a very effective 
means for stressing the impor- 
tance of Christmas. 

One dealer who was questioned 
with regard to the decorations, 
voiced the opinion that the dis- 
play seemed to inspire home own- 
ers to decorate their own lawns 
and residences with electrical 
holiday decorations. Many homes 
in Evanston and other towns lo- 
cated along the North Shore of 
Lake Michigan above Chicago 





were so decorated last season, af- 
fording night-driving motorists a 
rare treat. Their number _in- 
creases from year to year. Like- 
wise several of the North Shore 
suburbs maintain municipal 
Christmas trees and holiday deco- 
rations on their main business 
streets each year. All this helps 
to spread the thought conveyed 
by the slogan: “Do it electrically.” 

Evanston’s display lasted from 
Nov. 30 to Jan. 1 inclusive. Loren 
P. Meyer, secretary of the Evans- 
ton Chamber of Commerce says: 
“We found that red and white 
lamps in combination produced 
the best effect. The blues and 
greens may add variety to the 
color scheme, but.they do not give 
light. Our merchants and citizens 
generally are proud of the dis- 
play. It lights up and warms up 
the business district and strength- 
ens the holiday spirit of the peo- 
ple. Yes, we shall no doubt do it 
again next year.” 
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Westinghouse 


“Flavor Zone’ Ranges 


24 Months to Pay 


FOR LIMITED TIME 


| ONLY $10 DOWN 

















a Special Combination Offer 


jy Buy an Electric Range and Electric Water Heater 
ly at the same time and you will have 24% years to 
pay for them. You pay only $20 down and the 






Electric Sys 


pic COMPANY 





This is a fair sam- 
ple of the terms 
and payment policy 
to which the mer- 
chants of Warren, 
Pa. object. On a 
45-day campaign 
on electric refrig- 
erators the terms 
were even harder 
to meet. They were: 
$10 down; 30 
months to pay the 
balance; 6 per cent 
interest for 24 
months only. | 











balance in small amounts monthly. Take advantage 
of this opportunity to equip your home with these 
two modern time and labor saving convenienc 


ERE'S a toaster that will sit by your elbow at 
breakfast and make toast as fast as you want 
it. You don’t even have to touch the bread. To 
start the other side tossting you just turn a con- 
venient little knob. 
Toast tastes best when it’s hot. Make yours at the 
table to-morrow morning with a new Manning- 
Bowman Toaster. 


Only 95¢ down 


Come jnto our store, leave ninety-five cents, and 
you can take a toaster home with you. (Or we'll 
deliver it if you want us to). The balance is payable 
in three months; $1.50 a month with your light bill. 


Ae \Gas and Electric System 


ic Company 













INDEPENDENTS 
Cannot Meet 


Warren, Pa., Merchants 


Tip and Turn Toaster 


e charge of Breakfast for You 
$6.75 Value Now Only $4.95 





This handsome electric coaster, 
(regularly priced at $6.75) is 
finished in gleaming nickel 
with a chased design. Order 
yours today. This offer is for 
November only. : 








but was not used by us. 


instead of one. 


or new developments. 





balance within thirty months, 


for twenty four months only. 


The Associated Gas & Electric System co-operated 
in offering to finance sales of Electric Refrigerators 


sold during their campaign of forty-five days this year 


Our objections were to their terms of $10.00 down, 


© interest charged customers 


We to guarantee payment, 


meaning that instead of the customary one year free service, 
we would be called upon to keep the customer satisfied 
until final payments were made, giving 2$ years service 
The small investment of the customer, 


increased the liability of reverts, due to price reduction 
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Mr. Kelly’s statement as to why 
the merchants of Warren refused 
to take advantage of the electric 











By LLEW S. SOULE 


P until two years ago the 
merchants of Warren, Pa., 
were not called upon to : 
face the merchandising 
competition of utility companies. 
Nevertheless they did a good job 
in promoting sales of gas and elec- 
trical appliances and_ building 
power Joads for the utilities. In 
1926 The Pickett Hardware Co. 
alone sold enough electrical appli- 














Meter readers have been told 
to report appliance needs and 
suggest sales. 


company’s offer to finance their 
electric refrigerator sales on the 
same terms as those offered by the 


utility company. 
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ances in Warren to increase the 
service income of the electric util- 
ity company $133.88 per week, or 
$6,909.76 per year. The list of appli- 
ances referred to included 21 elec- 
trical refrigeration units using 4- 
hp. motors; 13 refrigeration units 
using 144-hp. motors; 53 vacuum 
cleaners; 55 washing machines; 
and 14 electric ironers. 

Despite all this however, the 
electric utility company opened a 
merchandising department and 
adopted the usual utilities policy 
of selling appliances on long terms 
and small down payments. One of 
the gas utilities followed suit. As 
a result it is doubtful if anyone 
is making a real profit on electric 
appliance departments in that city. The appliance 
sales of the merchants have dropped from 50 to 60 per 
cent, and profits from those sales have dwindled by 
more than one-half. While the utility company has 
maintained prices fairly well, the merchants feel that 
they are facing unfair competition in the form of 
terms which they cannot meet profitably. There is 
also considerable complaint as to some of the methods 
employed by the utility company in making sales. All 
in all, the situation is not a pleasant one, and it is 
showing no indications of betterment. 

Perhaps a little information in regard to Warren and 
the surrounding territory would help toward a better 
understanding of the problem. Warren is a typical 
American town of between 15,000 and 16,000 popula- 
tion, situated in a prosperous section of Pennsylvania. 
Its natural trading area includes approximately 30,000 
people. It is in a way an industrial center, with huge 
oil refineries, furniture factories and wood-working 
plants, foundries, machine shops and other metal prod- 
ucts industries. The average yearly employment in 
sixty-one of these industries totals 2500 men, with a 
payroll of approximately $3,000,000. It is also a town 
of beautiful homes—a town of wealth. Its per capita 
wealth is said to be excelled by only one other town 
in the United States. On June 30 of this year the 
banks of Warren had total deposits of $24,534,508. 
Their total resources totaled $30,956,067. The assessed 
property valuation of the town, which is one-third the 
real valuation, totals $13,345,332. This does not in- 
clude personal property. 





Part of Warren’s Business Section 


In Warren there are three hardware stores, two of 
which carry electrical appliances, and one electrical 
contracting firm which maintains an extensive display 
room and goes actively after appliance sales. Before 
the utility company started selling appliances this firm 
was a big factor in appliance sales. 

The utilities covering the gas and electric fields ir. 
Warren are as follows: The Pennsylvania Electric Co., 
which is affiliated with The Associated Gas & Electric 
Co.; The Pennsylvania Gas Co., a subsidiary of Stand- 
ard Oil; and The Manufacturers Gas Co. The first two 
of these companies maintain merchandising depart- 
ments and sell aggressively in competition with the 
local merchants. The Manufacturers Gas Co. does no 
merchandising. 

Up until about six years ago the only electric utility 
company in the town was The Warren Light & Power 
Co. About that time it was acquired by The Penn 
Public Service Co., which later became The Pennsyl- 
vania Electric Co. In those days there existed a certain 
amount of cooperation between the utility companies 
and the merchants. The electric utility sold no mer- 
chandise, and even furnished a display room for the 
merchants who handled electric appliances. Each mer- 
chant was allowed the exclusive use of the display room 
for a full month every year. In it he was allowed to 
display his electrical merchandise and maintain a sales 
force. The merchants furnished their own appliances 
and selling personnel, handled their own advertising, 
made their own show cards, and in short, operated as 
entirely independent of the utility. The gas utilities 
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likewise sold no appliances and maintained friendly 
relations with the merchants. Everything seemed to 
be working smoothly and harmoniously. 

Then—all at once the electric utility company began 
making plans to open a merchandising department in 
Warren. It had affiliated with The Associated Gas & 
Electric System, which conducts merchandising activ- 
ities in many parts of the country, and felt the urge 
to join the merchandising ranks. As soon as news of 
the contemplated move reached the merchants, a meet- 
ing was called and the matter was taken up with the 
utility company. In this action, W. T. Kelly, then 
ths manager and now the president of The Pickett 
Hardware Co., took an active part. He even went so 
far as to submit to Joseph E. English, of The Penn 
Public Service Co., a report of the electric appliance 
sales of The Pickett Hardware Co. for 1926, together 
with an estimate of the increased income of the Ser- 
vice Company due to those sales. The report was as 
follows: 


Estimate Current Consumption on Electrical Appliances 
Sold by Pickett Hardware Co., Warren, Pa., 1926 





Cost Total Hours Cost Per 
Each Cost in Use Week for 
No Article Per Hour PerHour Per Week Operation 
are .0575 1.78 3 5.34 
Te. are .06 -84 3 2.52 
G Heat pads ...... .0065 -04 1 04 
8 Percolators ..... .042 13 6 -78 
2 Coffee urns..... .042 08 6 48 
8 Waffle irons .... .066 53 1 53 
(re 064 .06 3 18 
L PEO se iseces cece 065 .065 15 .98 
i Setpiste 2.522. 066 .07 1 07 
19 SORNSETS: 53565. 2 0025 05 1 05 
3 Beaters «. .c.6<2: .0625 19 3 57 
75 Fixtures (2 sock- 
et) 150 globes... .0025 37 15 5.55 
21 Machines using 
% hp. motor 
compressors, Fri- 
gidaires, etc ... .035 -74 70 51.80 
13 Machines’ using 
| eT .063 82 70 57.40 
DS CONNORS 26s eo 0125 .66 6 3.96 
BO WMEHEPS sc..08% 3 0175 .96 3 2.88 
fi re 0175 25 3 75 
320 Estimated total per week............ $133.88 
RUNES  ieccvessbiecddube eoaeuse bese s 6,961.76 


On the strength of this report the electric company 
deferred the opening of a merchandising department 
for a year. Then once more the plan was revived and 
again the merchants assembled and voiced their pro- 
test. Mr. Kelly in cooperation with other interested 
dealers, prepared another report, this time showing 
the combined appliance sales of all the merchants, the 
resultant increase in power load and the estimated in- 
crease in revenue to the power company. It was an 
impressive report and once more the plans of the elec- 
tric company were deferred. The merchants were told 
that while the company would not promise to abandon 
the merchandising plan, they would because of the 
showing made by the merchants, make Warren the last 
town on the company’s circuit to receive a merchandis- 
ing department. 

Presumably the company kept its word. However, 
on January 1, 1929, The Associated Gas & Electric 
System formally opened a merchandising department 
in Warren. Shortly afterward The Pennsylvania Gas 














Co., followed suit. The methods and policies employed 
have been those usual in such cases. Special drives 
have been made on different appliances; long terms of 
payment with small down payments have been granted; 
outside salesmen have been sent into the field to sell 
appliances on. a commission basis; meter readers have 
been told to report appliance needs and suggest sales. 
On special drives, all the company employees have been 
allowed to sell and to get commissions in addition to 
their regular salaries. In some cases premiums have 
been given with purchases, and trade-ins have been 
accepted. Since the commission salesmen were sent 
in from the outside and have not been directly responsi- 
ble to the management of the local office, incidents in 
selling have occurred which the merchants resent as 
unfair. In several instances the salesmen of the com- 
pany have placed their washers on demonstration in 
homes where local merchants already had washers on 
demonstration, The Pickett Hardware Co. referred 
several specific instances to the writer, with names of 
the customers, their addresses and the dates. The 
merchants contend that such tactics refute any claim 
of the utility company that they are merchandising 
merely to promote the use of appliances and build 
power loads. Be that as it may, the effect of utility 
merchandising departments on the business of the 
Warren merchants has been deplorable to say the least. 
The records of the Pickett Hardware Co. reveal a situa- 
tion which is common to all; a situation which they 
contend is not justified in view of the efforts they put 
forth in promoting sales of electrical appliances and 
the results they attained. 

In 1926 The Pickett Hardware Company did a busi- 
ness in major appliances, exclusive of radio, totaling 
approximately $44,000. The first year after the utility 
company started merchandising, Pickett’s sales of such 
appliances dropped to less than $7000. This company 
had pioneered the sale of electrical refrigeration in 
Warren. Its sales in that line had reached the total 
of over $12,000 per year. .In 1929 the sales dwindled 
to $3219. Its sales of electric washers, ironers and 
vacuum cleaners had been built up to around $31,000 
per annum. In 1929 this dropped to $15,090. In the 
smaller table appliances, Pickett’s' sales had grown to 
about $2700 per year. In 1929 such sales had fallen 
to $2136—a decline in small appliance sales of 25 per 
cent. 

Meanwhile the profits of the Pickett Electrical de- 
partment have dropped more than half. The margin 
of profit for this department was 37.4 per cent in 1926; 
in 1929 it had dropped to 36.2 pe cent. Its selling 
costs had advanced sharply. In 1926 the selling cost 
alone for the electrical department was 15 per cent; 
in 1929 it had risen to 24 per cent. In other words 
the actual selling cost had increased 60 per cent, while 
the general overhead of the department exclusive of 
selling costs had remained at practically the old level. 

With regard to gas appliances the situation is some- 
what better. At the time The Pennsylvania Gas Co. 
started merchandising, The Pickett Hardware Co. was 
selling about $13,500 worth of gas ranges per year; 
this volume has dropped to $11,500 per year. There is 
a reason, however, for a comparatively smaller loss of 
(Continued on page 78) 
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A 1931 America Forward March 


. American Business Fall in Line! 
Let the Battle Cry be— 
“MORE BUSINESS” 


HE bugle call has sounded! The order is “Forward March.” 

Now’s the time for hardwaremen to fall in line and bring 

back business. Whole hearted efforts plus careful publicity 
planning will make 1931 a year to be proud of. 


But it’s going to take more than talk. Every merchant must 
back up his selling plans with carefully merchandised stocks. 
He must keep his shelves filled and be in a position to supply 
the demand that is sure to be. 


We present here carefully planned advertising to help progres- 
sive merchants. Advertising that will help bring in more and 


better business. 
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ORDER 


If you have local 





the complete sets 
Merchandise 
trations of these 


stereotyping fa- 

January cilities, request 
of mats of all the 

advertising illus- 

Calendar four pages, in- 
closing your check for $1.25. 





Check over these items and 
see that your advertising 
and your window, ledge, 
counter and showcase dis- 
plays feature them in addi- 
tion to those pictured in the 
advertisements, shown on 
these four pages. 

Housewares 

Snow Tools 

Window Shades 

Curtain Rods 

Vacuum Cleaners 

Electric Lamps 

Hampers, Baskets 

Kitchen Furniture 

Lanterns 

Auto Supplies 

Wall Paper 

White Wash 

Bathroom Fixtures 

Plumbers’ Supplies 

Tinsmiths’ Supplies 

Wheel Toys 

Butter Churns 

Scales 

Locks, Hinges 








If you need mounted cuts 
order them by number given 
under each cut, listing the 
numbers in a column. Figure 
the charge at 30c. for each 
cut when less than ten cuts 
are ordered; when order- 
ing ten cuts or more, figure 
the charge at 25c. for each 
cut ordered. Inclose check 
with order, please — this 
saves bookkeeping for small 
amounts. Send all orders to 


HARDWARE AGE 
ADVERTISING FEATURE 
239 West 39th St., New York City 
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To You All! 


AY the New Year be 
all that you want it 
to be—a year full of hap- 
piness, good health and 
prosperity—is the wish of 
every member of our Store 
Family. 
* * * 

We wish also to thank you 
for your friendship and 
your patronage, and we 
take this as the proper 
time to pledge = ourselves 
to adhere to our famed 
policy of honest dealing 
that. has won for us so 
many friends and custom- 
ers. 

Again we wish you 

a Happy New Year 


STORE NAME 
4966466006060 0600008 

















- Plumbers 


Tools 


By having a full kit of tools, 
the houseowner can save him- 
self many a plumber’s bill 
by doing his own repair 
work. We can supply you 
with any number of the best 
plumbing tools manufactured. 


(Items and Prices) 


STORE NAME 
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JANUARY 
CLEARANCE 


No. 22 








Save on all good housewares during this great January Clearance Sale. 
Every department of the store contributes to this remarkable clear- 
away. Be sure to note the values listed on this page. 





Fry Pans 


Several sizes— 
Aluminum or iron. 
Very special. 


(items) 





No. 26 


Kettles 


In generous assort- 
ment of sizes. Spe- 
cial. 


(items) 











Percolators 


Fine Aluminum 
Percolators at 
great reductions. 


(items) 





No. 27 


Nested Pans 


Three sizes. Very 
convenient. Spe- 
cial. 


(items) 


STORE NAME 





No. 25 


Deep Fryers 


Fine iron deep 
fryers at special 
reductions. 


(items) 





No. 28 


Double Boilers 


Several sizes to se- 
lect from. Special. 


(items) 
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Savings on 


Sporting Goods 


Be sure to inspect the 
unusual values in “the 
Sporting Goods Section 
during the January 
Clearance Sale. 

















Basket Ball 


(items) 





No. 8 
Indian Clubs 


(items) 

















(items) 





(items) 


STORE NAME 


Special Sale of 
FINE TOOLS 


We have reduced prices on our finer grade of tools. 
Make up a list of your requirements and drop in and 
see the merchandise. 


(items here) 





STORE NAME 














DOLLAR DAY SPECIALS 


For this one day great reductions throughout the 
store—note these three special values and be sure 
to be here. 


Wash 
Board $1.00 
If you need a new 
wash board, get it ° 
tomorrow. We are 
selling our $1.29 
glass _ surface 
wash boards at 





meen One Dollar. Water 
Wash : Pail $1.00 
Boiler $1.00 


Heavy white en- 











A dollar Laundry 
value. Family size 
wash boiler, with 
tight fitting cover, 
and _= stationary 
handles. 





No. 13 


STORE NAME 


ameled water 
pails, large size, 
guaranteed per- 
fect. Come early 
to be assured of 
getting yours. 
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JANUARISALE 


CHINAeéGLASS 


Savings on China and Glass are always of interest to house- 
wives, but this sale will prove of still greater interest, for it 
presents largest of all savings. And your opportunity to make 
your money buy the most is excellent—for our entire stock is 
entered, giving you choice of China and Glass for every day 
needs, as well as those of the finer kinds for special occasions. 












No. 16 


Fine Chinaware 


We can’t begin to describe the many beautiful sets we have to 
offer—nor list the many worthwhile savings. But these prices 
will suffice to show you how well you can do by replenishing 
your Chinaware in this sale. 


(items) 





No. 17 


Fine Glassware 


You can make up a complete set from our large assortment 
and save on every piece. Included are water goblets, sherbets, 
wine glasses, cocktails, and footed tumblers. In several designs 
of exceptional charm. 


(items) 


STORE NAME 











Carpenter's 


Tools 


Many tools are necessary 
articles in every family, as 
occasions to use them are of 
daily occurrence. Carpenters 
praise our tools—their su- 
perior quality is recognized. 





(items here) 


STORE NAME 























Fine Gas 


Heaters 


You can have extra heat 
whenever and wherever you 
want it, with one of these 
(Brand Name) Gas Heaters. 
They throw a splendid heat, 
and are smokeless and odor- 
less. 


(items here) 


STORE NAME 
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Holiday Reminders 


That Will Make Christmas Shopping Easier 


D ECORATE the interior of 
the store, especially all open 
spaces as side walls, columns 
and pilasters with garlands or 
other appropriate material. 
Give the store a real Christmas 
appearance. 

Have all window displays 
changed as often as possible. 
The same people shop daily and 
soon tire of seeing the same dis- 
play. 

An information desk right in- 
side the entrance is a great help. 
In case this is not convenient, 
appoint a salesperson near the 
front for the purpose and place 
a sign on the counter. 

A checking desk where customers can check 
wraps and parcels will cause them to remain 
longer—which means more money spent in the 
store. 

Use plenty of light. Don’t stint with it. Keep 
all departments illuminated and if it is a dark day 
switch on the window lights. 

Keep rubbish off the floor. Appoint someone 
to keep the floor spick and span. Don’t allow 
rubbish to accumulate behind the counters. 

See that good wrapping service is provided. 
Fast wrapping will ofttimes induce a customer 
to carry the parcels. 

Have at least one wrapping desk stocked with 
suitable Christmas boxes, paper, stickers, etc. 
It is a money maker during the Holiday season. 

After customers have paid their bills see that 
they get their change promptly. If your change 
system is slow try to speed it up at this season. 





This display shows the advantage of having on hand a number of Christmas units 

or decorations that may be quickly placed or arranged in connection with a display 

of any line of Hardware. A Christmas tree, a Christmas poster or a large Holly 
wreath will give any display the necessary Christmas atmosphere. 


Place a store directory inside every entrance, 
another one near all elevators and stairways. Be 
sure employees are positive as to location of arti- 
cles when directing customers. 

Don’t allow salespeople to take customers’ 
names on slips of paper. Insist on a sales-slip 
being made out and address verified before cus- 
tomer leaves. Then order should be filled at 
once. 

If extra delivery service is needed provide for 
it now. It is better'to arrange for it ahead than 
disappoint customers. Advertise through papers 
or show cards that all goods bought the day 
before Christmas will be delivered Christmas eve. 

As a large amount of packing and waste paper 
usually accumulates in various parts of the build- 
ing, extra precautions should be taken to prevent 
fire. See that all buckets are filled with water and 
that fire extinguishers are in working order. 











Santa Claus Center Pieces 


The Santa Claus head shown in the illustration is finished in five Christ- 
mas colors on six ply cardboard. 
can be increased by mounting it on a larger circle. 
through the HARDWARE AGE. 
$7.50. On account of the small amount please include check with order. 


They are 20 in. in diameter, but this 
May be ordered 


One, $1. Three, $2.50. Six, $4. Twelve, 
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Seasonable Display at Christmas Time 


Will Pay for Itself Many Times Over 


By J. M. W. YOST 


S EASONABLE display merely taking advan- 
tage of natural demands in the period when de- 
mand is greatest and intensifying that demand by 
creating a greater desire. The Christmas Season 
offers an unusual opportunity for increased sales 
providing a proper setting or atmosphere has been 
created in the store as well as in the windows. 
Any reasonable investment in Christmas decora- 
tions will pay for itself many times over. 

There are many articles in every Hardware 
store that deserve attention from a merchandis- 
ing standpoint during the Christmas season. 
While it is important that articles which offer the 
strongest buying appeal should be prominently 
displayed, other items that may be termed as slow 
movers may also be sold providing they are given 
a suitable Christmas setting. 

By carefully arranging your window and in- 
terior displays, you will attract more prospective 
customers into your stwre and in addition to sell- 
ing the more desirable items, dispose of many 
others that may be termed more or less dead 
stock. 

It is a common mistake to judge the effective- 
ness of a window display by the crowd which 
stands in front of it. Freak displays draw crowds 
but do not sell goods. The real test of any dis- 
play is the number of people that are brought 
into the store to buy as well as the amount of 
goods sold. 

The best selling displays are not as a rule, the 
most ornamental or elaborate. A simple display of 
merchandise with a setting that will emphasize 
the Christmas spirit will sell more goods than an 
unusual or very ornamental background that de- 
tracts from the merchandise on display. It re- 
quires very little ornamentation to create an effec- 
tive setting for Holiday displays. 

Illustrations A and B show a simple arrange- 
ment of the HARDWARE AGE Interchangeable Dis- 
play Units with just enough decoration to provide 
an attractive setting for Christmas Gifts. The 
same arrangement may be used after the Holi- 
days by removing the ornamentation. Illustra- 
tion C shows how to utilize Holiday decorations 
for a New Year’s display. The only thing you 
will need is the clock dial, which may be painted 
on cardboard. 
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Illustration A. An attractive Christmas setting arranged 
with the HARDWARE AGE Jnterchangéable Display Fixture. 
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Illustration B. Another combination of the Interchange- 
able Display Units that may be used anytime by removing 
the Christmas Decorations. 
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Illustration C. Shows how you can utilize Christmas 
Decorations for a New Year’s Display. The setting is the 
same as Illustration A. 
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Christmas Cards Should 
Have a Christmas Appeal 


Ce 
e 
wish you 
avery 
erry 


¢ hristmas 


$ 
tS ee 
are 
Illustration A 


To word cards intel 
in order to determine 


Tue Christmas Season offers every Hardware store an opportunity to create 
good will by featuring show cards that appeal to the sentiments that are every- 
where in evidence. The spirit of good will pervades the atmosphere and there 
is no time in the year when purse strings are more easily loosened. The right 
appeal at the right time will sell more goods than all other selling suggestions 
combined. 

The greater part of the year cards are usually devoted to strictly selling phrases 
as New Goods, the name and price of the article, selling points the announce- 
ment of special events, etc. Christmas or the Holiday Season has a selling 
appeal that does not exist any other time of the year, that is the thought of giv- 
ing as well as receiving. Grownups are concerned about giving while the young- 
sters are equally interested in receiving. 
ligently it will be necessary to analyze your stock 
what you have to sell that will appeal to Mother, 


Father, Sister, Brother, the boys and girls and perhaps Grandpa and 


Grandma. After this has been done it will be an easy matter to deter- 6 ; f 

mine the best wording. larting the 
Without mentioning any particular article and to illustrate the point New eal 

more clearly we suggest wordings as follows: Grandpa Always Likes with 

to have a handy. Give him one for Christmas. Mother will Unusual an 

be proud to own a It will be a Merry Christmas for every Offerin &s * 

boy who receives a —+~———. A set of these will please Sister. The 

joy of every boy, a ; jen 
Quote prices as usual but do not use the price appeal as an argument Gy) 

to buy. Confine your wording to senti- « 





Illustration C 
Christmas price tickets 


ments in harmony with the season and 
reserve your price appeal for some other 
time in the year. This is the time to count profits, not losses. 

A ecard with wording similar to that shown in illustration A should be 
placed in every window a day or two before Christmas. This card mea- 
sured seven by eleven inches and was painted in three colors, red, green 
and blue. The Christmas carolers were sketched in but suitable poster- 
ettes may be purchased for the purpose. The Card shown in illustration 
B was designed for a New Year’s display as nearly every store has some 
odd items to be disposed of at special prices. This card is appropriate 
for use in connection with background suggestion C, shown on page 42. 


Illustration B 








CHRISTMAS PRICE TICKETS 


Price tickets shown in illustration C are fin- 
ished in three Christmas colors. Nos. 18 and 19 
are double and should be cut or folded in 
center. May be ordered through the HARDWARE 
AGE at $1 a hundred. Give the number of the 
tickets when ordering and on account of small 
amount involved please include check with 
order. The tickets are shown above. 


SANTA CLAUS CUTOUTS 


The Santa Claus Cutouts featured in the 
HARDWARE AGE, issue of Nov. 6, p. 53, are 60 
inches high, 30 inches wide and finished in 
eight colors. They come plain instead of let- 
tered as shown, and are fitted with an easel 
to hold them in an upright position. May be 
ordered through the HARDWARE AGE at $5.50 
each, two for $10. By express F. O. B., N. Y. 
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The 
WORM 
in the 


APPLE 








flat that his yawping cannot, in these price- 
less hours of business hope, be heard among 
courageous men! 


G ite the calamity-howler! Smash him so 


The biggest: liability, I believe, in today’s busi- 
ness reconstruction is the pessimist. He is, in 
truth, a total loss. 


He suffers from a pitiful mental disease that 
leaves him licked before he starts. 


He is a fool, happy and harmless only when the 
weather of his own greedy commerce is fair. But 
when thunder clouds gloom his commercial sky, 
he becomes a coward—a would-be poisoner of 
brave men’s minds. 


To his suspicious mind, a concern’s temporary 
reduction or loss of profits is “insolvency”; a 
bank’s restriction of loans betokens “financial ca- 
tastrophe”; an industry’s pause to regather mo- 
mentum spells a “cataclysm.” 


Closely examine the gossip he circulates, and 
what do you find? Whispered falsehoods, warmed 
over and over again until they are a stale, smelly 
mess of nothing! 


But your pessimist smacks his lips over such 
muck. It feeds his timid, fevered soul. To pass 
it along involves him in no responsibility. And 
if you disprove his malicious innuendoes, he is vis- 
ibly disappointed, disconcerted. 


The pessimist is the worm that spoils the apple. 


You and I and ten million other business men 
are suffering this moment from his contaminating 
contact with us. He hinders our progress toward 
the business confidence that will restore sanity and 
prosperity in this land. 


Ignore him! Weare too busy to argue with him; 
the times are too ripe with opportunities in this 
dawn of new business. 


The courageous men of the hour need their opti- 
mism. It is justified, by every discoverable eco- 
nomic fact. 


In heaven’s name let us be optimistic! 
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WANK’S Johnstown, Pa., display drills, files 
and like tools in the efficient manner pictured 

at the right. Thumb tacks placed opposite each 
tool bear the price number and size while stock 
is carried in the drawers below, which bear corre- 
sponding stock numbers. 


Model 


Tool 
Department 


3 _* ans 
pT he lela 


. io gf a 
— 


























NV ODERN display methods are 
largely relied upon to sell 
tco!s at Swank’s in Johnstown, Pa. 
As might be surmised from the 
attractive views shown here, the 
confidence this firm has placed in 
the selling power of up-to-date 
displays has not been misplaced. 
Several tables featuring electrical 
tools are shown in the view at the 
left. Below, the neat sampling of 
the display panels denotes the 
care taken to have the tool depart- 
ment so attractive that it compels 
attention. Note also the floodlights 
that brightly illuminate the panel- 
ed too! sections. 
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Planning a Hardware 


Open display wall fixtures large articles that can be hung on see the amount and condition of 
pegs no shelves are needed. In all the stock all the time. 
this type of fixture it is easy to Fig. 16 shows a very economical 


GREAT many stores do 

not have room enough to 

dispay on oren display 

counters all the merchan- 
dise they would like. They find 
that the open display method of 
merchandising pays big and the 
problem is to find more room for 
this profitable display. 

Wall cases or cabinets can also 
‘be arranged to add many feet of 
open display counter to the store. 
While not as effective as the open 





counter in the center of the store 
it is nevertheless far superior to : 
keeping the stock stored away 2 
where few customers see it. : 

The ledge should be the same : 
height as the display counters (34 ‘ 
inches to the top of the ledge with 


a 2-inch rim above making the 
total height to the top of the rim 
36 inches). There should then be 


a distance of from 18 to 20 inches Photographs courtesy Duluth Show Case Co., Duluth, Minn. 
between the ledge and the bottom 





f the first shelf se 
0 ° _ . - j This store is a very good example of combining the ledge and open counter display 
In displaying tools or other in a relatively small space. 2 





and practical arrangement of 
counter display along the wall 
with shelves above for the open 
display of bulky items that pay a 
good margin. To make such a dis- 
play even more effective lights 7 
can be concealed under the front ‘ 
edge of the lower shelf to illumi- 
nate the open counter display. 

You will note in Fig. 16 there 
is no top or roof on this cabinet. 
This arrangement lets more light 
directly on to the display and im- 
proves the visibility. The shelves 
are graduated in width with the 
narrow shelf at the top. 

If builders of cabinet hardware 
or similar items are to be dis- 
This 7 ap. re peo the roof played that part over the counter 
z avin a Paes ae Aa conten display can be fitted with hinged 
~— te | the merchandise. display doors with the stock in 
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back of them, as shown in Fig. 17. 

A prominent price tag should 
be with each display because once 
a customer sees an article of in- 
terest the next question that pops 
into his mind is ““How much does 
it cost?” 

The width of the ledge on a fix- 
ture of this type should be the 


same as the width of the counters. 


in the store so as to make the 
glass dividers interchangeable. 
The height of the entire fixture 
should be from 7 ft. to 7 ft. 6 in. 

The space below the edge can 
in some instances be fitted with 
hinged display doors, although 
this space is not very valuable for 
display as it is too near the floor 
where people will not see it. The 
shelves can be left open for sur- 
plus stock or if it is desired to im- 
prove the appearance of the fix- 
ture sliding wood doors can be 
used here. Sliding doors will 
prove more satisfactory as they 
do not swing out into the aisle in 
the way of customers and sales- 


people. 


54 
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| Store for Profit 


This series of articles by 
Mr. Ganzer began with 
the June 5th 
Hardware Age, appearing 
in the first issue of the 


issue of 


month thereafter. This in- 
stallment deals with the 
arrangement of the mer- 
chandise on the open dis- 


play wall fixtures and 


ledges. 


In arranging displays keep in 
mind that they should always be 
arranged to appeal to the eye of 
your customer. People buy what 
they see and out of sight is out of 
mind apply most literally to mer- 
chandising. 

Even slow sellers will gradually 
be sold if they are only put out 


Fig. 17 


In a cabinet ar- 
ranged as shown 
here fast selling 
items can be dis- 
played in compart- 
ments on the ledge 
and slower moving 
items that come in 
a large number of 
sizes or styles can 
be displayed on 
the display panels 
above. 


By JOHN H. GANZER 
Chapter VI 


where customers and salespeople 
can see them often. 

Once installed keep every square 
foot of counter space working at 
all times. Don’t have any vacant 
space or empty bins. 


Preventing Pilfering 


By careful laying out of the dis- 
plays there will not be as much 
pilfering or petty thieving as 
there is when merchandise is kept 
the old way. One big reason for 
this is the fact that with all dis- 
plays brought down to the height 
of the display counter it is easy 
to see what is going on in any 
part of the store always. There 
are no high displays to hide the 
lower displays. 

It is, of course, easier to steal 
things from the outer edge of the 
counter than from the center or 
rear. For this reason articles of 
more value should be placed in 
the rear row of bins. In this way 
anyone has to reach across the 
counter for them and is easily 
seén. 

Pocket knives, compasses, pad- 
locks, base balls and similar items 
must be watched more carefully 
than the others and in most in- 
stances it is better to display them 
in a show case or in some in- 
stances they can be attached to 
panels. 

Regardless of how merchandise 
is stored or displayed, there will 
always be some loss from pilfer- 
age, but those who have tried the 
open display method know that it 
is not any greater this way than 
when goods are displayed in some 
other manner. 

A merchant in Pennsylvania has 
asked us to rearrange his store to 
get a greater volume of sales. In 
an early issue we will show the 
present arrangement and then 
show how it can be improved. 
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Window 
Display 
Suggestions 






























OWLER & SELLARS CO., 

White Plains, N. Y., used 
the effective radio window pic- 
tured above. This window may 
be varied to suit the individual 
requirements of the store. It is 
simply a reproduction of a living 
room in which the radio plays a 
central part. This window is 
easily installed as there are only 

a few well placed properties. 









































HE _impressive 
window above 
was installed by Clyde 
Anderson, display 
managet of Warner 
Hardware Co., Minne- 
apolis, Minn. An ex- 
E. heg |. '’ i: awe. i cellent example of 
Reet) oy wea ty sb He skillful handling of a 
| oe | a = few properties. North 
Ridge pines were used 
as side decorations. 
The flashlight dis- 
play was used by the 
Frank T. Budge Co., 
Miami, Fla., and is a 
good handling of one 
manufacturer’s line 
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Executive 
Changes, Meet- 
ings, Current 
Events in the 
Trade 











News ,.. WeeK 





News of 
Manufacturers 
Jobbers and 
Retailers 

















HARDWARE AGE FOR DECEMBER 4, 1930 








Kelly Will Bring Up for Passage Kelly- 
Capper Price Maintenance Bill 


(Frozn Our Washington Bureau) 
Now that Congress has again 
convened, Representative M. 
Clyde Kelly of Pennsylvania is 
preparing to bring up the Kelly- 
Capper price maintenance bill 
and push it to passage. He told 
Harpware AcE that he plans to 
bring the measure on the floor 
of the House within two weeks. 
A special rule is pending for 
debate on the bill in the House 
and was adopted at the previous 
session by the Committee on 
Rules following a favorable re- 
port on the bill made by the 
House Committee on Interstate 
and Foreign Commerce. 
While Mr. Kelly insists that 
the measure has a good chance 
of passing both branches of 
Congress at the session which 
has just reassembled, opponents 
challenge the view. That it will 
continue to be the object of 
vigorous debate is a foregone 
conclusion. Mr. Kelly thinks 
that, although it will meet with 
considerable opposition in the 


House, it can be passed by that 
branch within a reasonable time. 
In his estimation it will meet 
with less opposition in the Sen- 
ate than in the House. The 
assumption appears to be that 
if the bill is passed by both 
branches of Congress it will be 
signed by President Hoover, 
though no expression on the 
subject has come from the 
White House. 

Representative Kelly is espe- 
cially anxious to press the meas- 
ure for action at the present 
session since the makeup of the 
next Congress will be of a com- 
plexion quite different from that 
of the present Congress, the re- 
sult of the November election 
upset. The price maintenance 
bill is not a partisan measure 
and therefore it is not on that 
score that Representative Kelly 
is eager to press it. Rather it is 
because it is not possible to 
know what the position of the 
new members of the House and 
Senate may be regarding the 
bill. 





GRATON & KNIGHT OPENS 
LOS ANGELES BRANCH 


Graton & Knight Co., Worces- 
ter, Mass., makers of leather 
belting, leather specialties and 
mechanical specialties, has 
opened an office and warehouse 
at 516 East Fourth Street, Los 
Angeles, Cal. The Los Angeles 
branch will be headquarters for 
sales operations west of the 
Rocky Mountains. 


MANCHESTER HEADS 
MAHONING VALLEY GROUP 


The annual election meeting 
of the Mahoning Valley Hard- 
ware Group was held Thursday 
evening, Nov. 20, at the Y. M. 
C. A., Youngstown, Ohio. All 
hardware concerns of Youngs- 
town and vicinity were repre- 
sented. The following officers 
were elected for the coming 
year: J. I. Manchester, Can- 
field, president; E. Shrader, 
Girard, vice-president; Edward 
Shogren, Youngstown, treasur- 





er, and S. Gardner, Youngs- 
town, secretary. 

Preceding the business meet- 
ing a dinner was served, dur- 
ing which the Ohio Edison Or- 
chestra furnished music. After 
the election of officers several 
members of the group gave 
short talks on problems and 
conditions of today as they ap- 
ply to the hardware business. 

A resolution of sympathy was 
voted for the retiring secretary, 
George Gillespie, who at the 
present time is seriously ill at 
the Northside Unit of the City 
Hospital. 


C. M. KITSELMAN DIES 


C. Maitland Kitselman, trea- 
surer, Kitselman Bros., and the 
Indiana Steel & Wire Co., Mun- 
cie, Ind., died in his home in 
that city on Nov. 27. Mr. Kit- 
selman, who was 57 years old, 
was playing with his grandchil- 
dren when he died. His brother, 
E. Fay Kitselman, also affiliated 
with the same companies, died 


Kitsel- 
one 


two weeks ago. Mrs. 
man, two children and 
brother survive. 


VOSSLER PASSES; WAS 
OTT-HEISKELL V. PRES. 


Edward A. E. Vossler, vice- 
president, Ott-Heiskell Co., 
Wheeling, W. Va., wholesale 
hardware distributors, died at 


E. A. E. VOSSLER 


his home in that city as a re- 
sult of a week’s illness caused 
by pneumonia. He was born 
in Iowa and brought up in 
eastern West Virginia. In 1894 
he went to Wheeling, where he 
became connected with ther Ott- 
Heiskell organization. In ad- 
dition to his office as vice-presi- 
dent, he was in charge of sales. 
Mr. Vossler was affiliated 
with many social and fraternal 
organizations in Wheeling. A 
son, Edward W., also associated 
with the Ott-Heiskell Co., two 
sisters and a brother survive. 








TRUSCON STEEL BUYS 
GENFIRE PACIFIC UNIT 


Truscon Steel Co., Youngs- 
town, Ohio, has taken over the 
Pacific Coast operation of the 
Genfire Steel Co., which has 
specialized in the sale of such 
products as metal lath, standard 
sash, etc. In future the Gen- 
fire unit will operate as the 
Pacific Coast division of the 
Truscon Steel Co., under H. B. 
Miller, vice-president. The 
Truscon branch office on the 
Coast is at 4580 East Slauson 
Avenue, Los Angeles, Cal. 
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HERCULES ANNOUNCES 
PERSONNEL CHANGES 


Several changes in personnel 
in the supervision of explosives 
plant management are an- 
nounced by officials of Hercules 
Powder Co., Wilmington, Del., 
in line with the company’s pro- 
motion and _ rotation policy, 
through W. C. Hunt, director 
of operations. J. B. Johnson 
succeeds the late C. F. Bier- 
bauer as superintendent of the 
Hercules, Cal., explosives plant, 
and W. S. Brimijoin succeeds 
J. B. Johnson as superintendent 
of the Emporium, Pa., explo- 
sives plant. L. W. Babcock 
succeeds Mr. Brimijoin as su- 
perintendent of the Kenvil, 
N. J., explosives plant. M. M. 
Inskeep succeeds Mr. Babcock 
as assistant superintendent of 
the Bacchus, Utah, explosives 
plant. Andrew Van Beek suc- 
ceeds Mr. Inskeep as assistant 
superintendent at Pluto, explo- 
sives plant, Ishpeming, Mich. 


KANSAS CITY CLUB 
ENTERTAINS DEALERS 


Retail hardware dealers were 
entertained by the Kansas City 
Hardware Club at the tenth an- 
nual turkey dinner of the or- 
ganization, held at Ivanhoe 
Temple in that city on Nov. 24. 
Col. R. D. Garrett was the fea- 
tured speaker of the evening. 
Professional entertainment was 
another feature of the evening 
program. Frank H. Spink, sec- 
retary-treasurer, Bunting Hard- 
ware Co., is president of the 
club. Herbert J. Hodge, secre- 
tary, Western Retail Hardware 
and Implement Association, 
spoke about the annual exhibi- 
tion and convention to be held 
in Kansas City Jan. 20-23, 1931. 


W. R. BALSINGER DIES 

W. R. Balsinger, 69, assistant 
to the president, Carnegie Steel 
Co., Pittsburgh, Pa., died in 
that city on Nov. 27. For more 
than a_ half-century he has 
served in various capacities 
with the company, starting as a 
hammer boy. He is survived by 
a daughter, two sisters and two 
brothers. 
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A. D. GRAVES DIES; WAS 
PRATT & LAMBERT HEAD 

Albert Dean Graves, presi- 
dent, Pratt & Lambert, Inc., 
Buffalo, N. Y., varnish manu- 
facturers, died suddenly at his 
home in that city, Nov. 21. He 
was born in 1874 at Alexandria, 
Va., and was educated in Colum- 
bus, Ohio, where he took his 
first position with the Standard 
Oil Co. Next he joined a whole- 





ALBERT D. GRAVES 


sale dry goods company as a 
bookkeeper. Mr. Graves then 
went with the Columbus Var- 
nish Co. as bookkeeper and 
salesman, with which company 
he remained for ten years. In 
1908 he went with Pratt & Lam- 
bert, Inc., representing the com- 
pany in Philadelphia and vicin- 
ity until 1918. 

In 1918 he was made manager 
of trade sales, being appointed 
general manager of the com- 
pany in 1921 and director in 
1922. Mr. Graves was named 
senior vice-president and treas- 
urer in 1924. Shortly after the 
death of J. H. McNulty in 1926, 
Mr. Graves became president of 
the organization. In addition to 
his activity and interest in the 
development of the Pratt & 
Lambert company, he was active 
in various organizations within 
the industry. He served as presi- 
dent of the Buffalo Paint, Oil 
and Varnish Club, 1921-1922; 
as a director of the National 
Varnish Manufacturers Asso- 
ciation, 1923-1924; as president 
of the National Varnish Manu- 
facturers Association, 1925- 
1926, and vice-president of the 
American Paint and Var- 
nish Manufacturers Associa- 
tion, 1926-1927. At the time of 
his death he was director of the 
paint and varnish organization, 
the American Tung Oil Corp. 
and a member of the Education- 
al Bureau since 1927. 

Ag chairman of the executive 


committee of the Save the Sur- 
face Campaign since 1928, he 
again demonstrated his abilities 
as a capable executive. In ad- 
dition to his business affairs he 
devoted considerable time to 
civic affairs, being first vice- 
president and a director of the 
Buffalo Chamber of Commerce. 
He was also director of the 
Marine Trust Co. and of the 
Buffalo Club. Mrs. Graves, a 
daughter and two brothers sur- 
vive. 


H. S. BARD REPRESENTS 
READING IRON COMPANY 


Harold S. Bard has been ap- 
pointed as district sales repre- 
sentative of the Reading Iron 
Co., Reading, Pa., with offices 
at 1714 Engineering Building, 
Chicago, Ill. He succeeds R. A. 
Griffin, who resigned. Mr. Bard 
has been associated with the 
organization for the past seven 
years as a salesman, with head- 
quarters in the New York dis- 
trict. 

A. M. Cullum resigned on 
Dec. 1, as oil country sales man- 
ager of the Reading Iron Co., 
with headquarters at Tulsa, 
Okla. He had been with the 
company for the past ten years, 
starting as a clerk at the Roe 
puddling plant. He will take 
up a position with the Harbison 
& Walker Refractories Co., 
Pittsburgh, Pa. 


NUTMEGGERS MEETING 
AND PARTY TO BE HELD 
IN HARTFORD, DEC. 10 


The Nutmeggers will hold 
their Christmas party and first 
ladies’ night on Dec. 10 at the 
City Club, Hartford, Conn. At 
the same meeting nominations 
of officers for the coming year 
will also be made. Karl M. 
Martin, first vice-president and 
chairman of the entertainment 
committee, will be in charge of 
the program, following the busi- 
ness meeting. 





ROY J. HORTON PASSES 


Roy J. Horton, Pike Mfg. 
Co., Pike, N. H., representa- 
tive, died at his home in Chi- 
cago, Ill., Nov. 13, following 
an operation for appendicitis. 
For nearly thirty years he was 
with the Pike organization, most 
of the time as representative in 
the mid-west territory. He had 
been stationed in Chicago for 
more than seventeen years, 
where he made many friends in 
hardware circles. 





Mr. Horton, who was a na- 


tive of Ohio, is survived by 


Mrs. Horton, two daughters 
and a son. 
HERMAN IS APPOINTED 


AS REPRESENTATIVE 


D. L. Herman, manufactur- 
ers’ agent and mill representa- 
tive, Seattle, 
the Pacific Northwest, was re- 
cently appointed as special sales 
representative on Cyclone win- 
dow screen cloth. He is oper- 


ating in connection with the 


Standard Fence Co., Oakland, I 


Cal., western division, Cyclone 
Fence Co., Waukegan, Ill. Mr. 
Herman was recently made 
sales representative of W. E. 
Bruner & Sons, Heber Springs, 
Ark. 

Mr. Herman has sold wire 
products and hardware lines in 
that territory for the past 21 
years. In 1912 he was appointed 
as representative of The Amer- 
can Wire Fabrics Corp., han- 
dling its business and that of its 
successor in that line, Wick- 
wire Spencer Steel Co., New 
York City, until a year ago 
when the company took over its 
own distribution in that terri- 
tory. 


INCA MFG. CO. MOVES 
LOS ANGELES BRANCH 


Inca Mfg. Co., division of the 
National Electric Products 
Corp., New York City, which 
is in turn a_ subsidiary of 
Phelps-Dodge Corp., has moved 
to larger headquarters at 1547 
Venice Boulevard, Los Ange- 
les, Cal. The Inca organiza- 
tion has purchased the S & L 
Mfg. Co. The new plant, 
which has an area of 20,000 
square feet of floor space, em- 
ploys in excess of 400 persons, 
manufacturing choke coils and 
other parts for radio manufac- 
ture. D. W. Smith is the local 
manager. 


IRWIN MAKES CHANGE IN 
POLISHING EQUIPMENT 


The Irwin Auger Bit Co., 
Wilmington, Ohio, announced 
the greatest improvement made 
in its manufacture of wood- 
boring tools for many years. 
Modern individual drive polish- 
ing lathes are being installed in 
its polishing room. The new 
polishing room is equipped with 
batteries of machines in rows. 
It is well lighted and every ma- 
chine operates silently and 
without vibration. All dust is 
carried out automatically and 





Wash., covering : 








the air is cleaned. 


FRAYSER, PRESIDENT OF 
NATIONAL PAINT, OIL & 
VARNISH ASSOCIATION 


P. C. Frayser was elected 
president, National Paint, Oil 
& Varnish Ass’n, Inc. He is 
president of the Mound City 
Paint & Color Co. and vice- 
president, Simmons Hardware 
Co., both of St. Louis, Mo. In 
1903 he joined the Acme White 
Lead & Color Works, Detroit, 
Mich., as a salesman. Mr. 





P. C. FRAYSER 


Frayser joined the Simmons 
Hardware Co, in 1914, being 
placed in charge of the Wash- 
ington office in 1917. He re- 
turned to St. Louis in 1919, 
becoming vice-president of the 
Mound City organization at 
that time. In 1926 he was made 
head of the Mound City Paint 
& Color Co. He became vice- 
president of the Simmons Com- 
pany earlier this year. 

Mr. Frayser has been active 
in association activities over a 
period of years. In 1927 he 
was elected president of the 
St. Louis Paint, Oil & Varnish 
Club and central zone vice- 
president of the National asso- 
ciation in 1928. He was one of 
the organizers of the St. Louis 
Paint Men’s Golf Club, of 
which he is an officer. Mr. 
Frayser is a member of the 
St. Louis Chamber of Com- 
merce and a director of the 
Guaranty Bank & Trust Co. of 
St. Louis. 


EMPIRE CHINA CO. WILL 
EXPAND ITS PLANT 

Empire China Co., Burbank, 
Cal., of which V. L. Boeck has 
been appointed general man- 
ager, has let a contract for a 
tunnel kiln 330 ft. in length. 
The organization will construct 
an addition to the manufactur- 
ing plant 50 x 360 ft. Other 
modern machinery and equip- 
ment will be added. 
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Stewart-Warner 
Series 100 Radios 


Stewart-Warner Corp., Chicago, 
\ll., offers the series 100 line of 
four console radios. The Raphael, 
illustrated here, is of Italian Re- 
naissance period furniture design. 
Top and sides are surfaced with 
American walnut, front is basic 
walnut, with contrasting overlays 
of imported Redwood Burl. Cen- 
tral front panel is hand carved in 
leaf motif of that period. Height 
is 42 inches, width 25 inches, and 
depth is 16% inches. List price 
for 60 or 25 cycle A. C. or D. C. 
is $162.50. For battery operated 
set list price is $144. The St. 
James is of sturdy Elizabethan pe- 
riod furniture design, with solid 
walnut front having hand carving and overlays of imported Redwood 
Burl. Doors are 5 ply butt walnut veneer, matched in grain and color. 
Walnut plywood is used for top and side panels. Console is an authen- 
tic reproduction of 16th century originals. List price for 60 or 25 
cycle A. C. or D. C. operation is $197.50. Battery model is listed at 
$179. It measures 48 x 242 x 153%4 inches. The Graham is figured 
exquisitely with matched woods and genuine carved wood ornamentation. 
American walnut, of five ply thickness forms the top. Front panel is 
of Oriental walnut, carrying distinctive relief carvings. Within the 
center space, outlined by slender moulding is the sunken dial aper- 
ture, speaker grille and specially carved hardwood control knobs. It 
measures 422 x 25 x 16 inches. The St. James and Graham models 
have turned and fluted legs, which are strongly cross braced. List 
prices are $137.50 for A. C. or D. C. and $119 for battery operated 
sets. The Avon has top of American walnut of five ply construction 
with front of walnut, displaying actual wood carvings on two narrow 
side panels. Bold central arch provides area for the embossed bronze 
escutcheon plate and for the scrolled speaker grille, which is backed 
by gold cloth, topped by a carved rosette of Jacobean period origin. 
It measures 40 x 25 x 16 inches. This model employs the series 950 
radio with Stewart-Warner electro-dynamic reproducer. List price 
for A. C. or D. C. operation is $99.75. Battery model lists at $81.25. 
All prices mentioned are without tubes. Western and Canadian prices 
are slightly higher. ° 








Stanley Electric Grinders 


Four new electric grinders are offered to the trade by The Stanley 
Electric Tool Co., New Britain, Conn. They are made in two sizes, 
34 hp. motor and | hp. motor in both bench and pedestal styles. Ex- 
haust type wheel guards with adjustable dust shields for closing the gap 
between guard and wheel as wheel wears, are part of the equipment. 
Motors are full ball bearing and are totally enclosed to dust and grit. 
Grinders are furnished complete with toggle switch, adjustable tool 
rests and conduit box. No. 610, 110, 220 volts, 60 cycles, single phase 
lists at $125. It is recommended for continuous service in factories 
and garages where a grinder with 34 hp. motor is sufficient to do the 
work. Wheels are 10 inches in diameter and one inch thick, with 34 





arbor hole. Distance between wheels is 14% inches. Overall length 
is 20 inches, height is 15 inches and weight is 153 Ibs. Base is 10 x 11 
inches. The No. 1610 is the same as No. 610, except that it is mounted 
on cast iron floor pedestal equipped with shelf and water pot. Starting 
switch is located in pedestal. Base is 14 x 15 inches, height is 45 
inches and weight is 250 Ibs. It lists at $149. No. 810 bench grinder 
is a powerful heavy duty grinder for continuous service, having totally 
enclosed | h.p. ball bearing motor. Grinding wheels are furnished when 


specified. Wheels are 10 inches in diameter and 14 inches thick 
with 3% arbor hole. Distance between wheels is 20 inches. Length is 
26 inches overall and height is 17 inches. Base is 12 x 13 inches. 
Weight is 183 Ib. List price is $145, for this 110-220 volt, A. C. 60 
cycle single model. The No. 1810 pedestal grinder, listing at $169, is 
mounted on cast iron floor pedestal with shelf and water pot. Starting 
switch is on the pedestal. Base is 14 x 15 inches. It stands 46 
inches and weighs 277 Ib. 





Wooster Brush 
Tower Display 


This paint brush merchandising display rack 
known as the Tower has just been announced by 
The Wooster Brush Co., Wooster, Ohio, and is one 
of several recent improvements made in displaying 
and packaging Wooster brushes. It displays thirty 
widely varied brushes yet takes only 14 inches of 
counter space. The display revolves and is ap- 
proximately 30 inches high. For spot displays it is 
said to be especially effective. 











Kelvinator Yukon 
Electric Refrigerator 


The Kelvinator Corp., De- 
troit, Mich., offers this cabi- 
net model electric refriger- 
ator, known as the Yukon. 
It is offered to sell for the 
suggested retail price of 
$159.50. The Yukon is all 
rustproof with sides and back 
of jointless piece shell. Ex- 
terior is finished in elastic 
white enamel and the interior 
is finished in white porcelain 
fused on Armco iron. All 
corners are rounded. This 
model is the first Kelvinator 
mounted, being set on four 
legs. Pan of the door is a trim of blue-black porcelain, which the 
maker says will not chip, when struck by dishes or pans. Five cubic 
feet of food storage space and more than nine feet of shelf area are 
provided. Cut out in lower shelf bracket makes room for the storage 
of tall milk bottles. The hardware is of harmoniously designed die- 
cast Butler chrome plate. Insulation consists of 244 inch Kelvatex, 
which is also used on DeLuxe models of the Kelvinator, thus preventing 
heat leakage. Temperature plate and defrosting switch are part of the 
equipment. There are five"freezing speeds. Standard Kelvinator cool- 
ing and condensing units are included. A one tenth horsepower motor 
insures economical operation, according to the maker. Both the above 
mentioned units are easily removable. Overall dimensions are 50 x 
26 5/32 x 23% inches. 








Giant Grip 
Rubber Calks 


Giant Grip Mfg. Co., Oshkosh, 
Wis., makes Giant Grip flexible 
rubber bar pads, which can be 
stretched, contracted or twisted 
to fit the spread of the heel after 
the horse has been shod. They 
can be fitted without taking into 
consideration the size of the rub- 
ber bar pad. They are inter- 
changeable in drive calk shoes—as easily changed as drive calks and 
can be removed or replaced without taking off the shoe. The flexible 
feature holds the pad securely in the 
shoe. This combination of rubber heel 
and steel drive calks is particularly 
adapted for shoeing in warm weather 
and warm climates. 
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Hotpoint 
Handy Ann Mixer 


Edison General Electric Appliance 


A 


Co., Inc., 5600 W. Taylor St., 


Chicago, ML, makes the Hotpoint 
Handy Ann mixer. It is equipped 
to meet practically all require- 





ments for average food prepara 
tion, says the maker. For eggs 
there is a wire beater, for cheese, chocolate, crumbs, etc., there is a 
grater and for knives and scissors there is a sharpener attachment. For 
flat silver or kitchen cutlery there is a buffer. The machine is portable, 
weighing only 16 lb. Motor is completely inclosed in a case of attrac- 
tive design—glyptol lacquer finish with gray trim. It is compact and 
easily stored. Handy Ann has two speeds which will take care of any 
kind of food preparation. There are no complicated speed change 
mechanisms and the speed required is obtained by merely plugging at- 
tachment arm in correct motor attachment, which is marked slow cr 
fast. Attachment arm is adjustable and allows the use of any bowl or 
pan. Bow! holder allows the user to leave the food while it is mixing. 

doce are no exposed gears and the plug and cord are of rubber. List 
price is $68.50, 


VU 


Crescent Screwdrivers 


Crescent Tool Co, AON 
Jamestown, N. Y., offers a) ene) 
the Crescent screw- ws semaine 
driver. Points are sharp and clean, eliminating the tendency to slip out 
of screw slots, says the maker. Shanks are hardened the entire ‘engtt 
and will not bend under ordinary strains. Ferrules are forced onto shank 
inder heavy pressure and cannot turn or pull off. The ferrule is turned 
out of solid bar of steel. Handles are of solid, hard maple, firmly driven 
into ferrule. Projections pressed into the shank give double assurance 
that handle cannot turn on blade. The handles are shaped to fit the 
hand comfortably and are finished in natural color. They are packed 
in boxes of six. These drivers are made in a variety ranging in weight 
from 1 Ib. a dozen to 11 Ib. a dozen, listing from 25c to $1.00 each 
There are short types for fine work, general utility types and cabinet 
types included in the line. 


Edicraft 
Electrical 
Appliances 


Two new electrical! ap- 
pliances are offered by 
the Edicraft Division, 
Thomas A. Edison, Inc., 
Orange, N. J. The Edi- 
craft sandwich grill is an 
automatic table cooker 
with which two big 
sandwiches may be 
toasted at one time. An 
Edison-Birka heat regu- 
itor keeps the tempera- 
ture at the right degree 
of heat. When the Edi- 
craft deep gri!l plate is 
used the grill will cook 
filet mignon, chops, etc. 
Ham and eggs and other 
table cooked items may 
be prepared in the grill. 
For the sandwich grill in 
chromium plate the sug- 
gested retail price is 





——_—— 








$18.50. For the extra 
deep plate, packed apart, 
the suggested price” is 
$1.90. The Edicraft waffle 
baker is an automatic 
type appliance, which 
will make three diamond 
shaped waffles at a time. 
It is equipped with an 
Edison-Birka heat regu- 
lator. Grids are evenly 
heated, but are not per- 
mitted to over-heat, ac- 
cording to the maker. 
Suggested retail price in 
chromium plate is $23.50. 








Hammond Electric 
Calendar Clock 


The Hammond Clock 
Co., Chicago, Ill., of- 
fers the trade an all 
electric clock which 
automatically records 
the day of the week 
and the date in ad- 
dition to givirg che 
correct time. It is 
called The Gregory. 
The clock operates 
from the electric 
light socket in any 
city, where the power 
companies regulate 
the frequency of the 
current to furnish 
time service. Case is 
of black bakelite, of modern design and has a vertical rectangular dial 
34 x 4% inches that is silver finished with raised numerals. Minute 
marks and second hand are green. Clock measures 642 x 534 x 23%4 
inches in depth. Weight is four pounds. Suggested retail selling price 
is $12.50. 





Black Bottom 
Ivory Enameled 
Ware 


Cream City Black Bot- 
tom enameled ware has a 
flat bottom, finished in 
dark enamel. It is flat to 
insure close contact with 
the heating elements and 
black to absorb more heat. 
Sides of each utensil are 
finished in six coats of 
enamel, three inside and 
three outside The uten- 
sils are designed to in- 
crease the cooking effi- 
ciency of electric stoves, 
and as a fuel saver for 
gas, oil and gasoline stove 
cooking. Water-seal rim and cover aid in holding in steam and keeping 
water boiling with a very small flame or heat, according to the maker. 
Line is furnished in oye 
etérs of 72 and 8 in. 
fit any size of sectic 
stove and _ in_ various 
heights. Cream City cake 
covers and bread covers 
have been added to the 
line. The cake covers are 
finished in green, ivory 
and blue. Covers are 
porcelain enameled with 
various designs burnt in- 
to the enamel. They may 
also be used for food 
covers. Six new decora- 
tions, ranging from the 
modernistic type to a 
simpler, more sentimental 
type, are offered. Covers 
are furnished with or with- 
out handles, or with wood 
trays. The old type of 
Cream City cake covers 
is still being made. Cream City bread covers are designed for bread 
or rectangular shaped cakes. An important feature is the system of 
cross-ventilation, preventing formation of musty, unpleasant odors, at 
the same time keeping moisture losses at a minimum. Covers are fin- 
ished in attractive colors and are decorated with unusual modernistic 
designs. Trays are of solid 1 inch birch with beveled edges. Geuder. 
Paeschke & Frey Co., St. Pau! Avenue and 15th Street, Milwaukee, 
Wis., is the maker. 
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Miller U-Dezine 
Electric Lamps 


Miller U-Dezine electric lamps 
are portable models, constructed 
of interchangeable parts, en- 
abling the consumer to suit his 
own particular tastes. Assembly 
of lamps requires no tools. From 
a stock of six complete sets of parts, 4750 different styles and types of 
amps may be made. Duplex-A-Lite, indirect torchieres, two and three 
socket candle standards, and other recent styles in light development 
are available. By the Miller shipping method the lamps unassembled 
but crated for shipping occupy but three cubic feet, reducing the cost, 
says the maker. Changes may be made by the consumer in these !amps 
Lamps may be altered from time to time, to suit changing tastes and 
styles. Catalog No. 171 shows some of the models made with these 
parts, indicating the types and numbers of parts used in the construction. 
The Miller Co., Meriden, Conn., is the maker. Prices on complete 
lamp assemblies run from $13.60 up. 





Ray-O-Vac Electric 
Lantern No. 94 


French Battery Co., 20 N. Wacker Dr., Chicago, 
Ill., offers the Ray-O-Vac electric lantern No. 
94, a ruggedly constructed, solid brass model 
with bent wood handle of the swing type. Legs 
are solid. Finish is highly polished nickel plate. 
Connections are non-short-circuiting, insuring 
dependable service. The switch enables either 
intermittent or steady light. It may be used as 
a lantern or may be stood on end or side. The 
Ray-O-Vac safety feature makes provision for 
carrying an emergency 3.8 volt lamp to extend 
the efficiency of the lantern should the battery 
become accidently weakened while in use. A place is provided for a 
> volt lamp for replacement purposes. List price with battery is $4.25 
For the lantern without battery the list price is $3.75. 
Dealer cost without battery is $2.56 each. Cost to 
dealer without battery in standard package of 12 is 
$2.44. The lantern battery No. 941 lists at 50c. The 
dealer cost is $0.325. Average eapacity of the battery 
is 55 hours. Spring coil terminal insures positive con- 
tact. Batteries are packed in units of 6; 24 in a 
standard carton. The lantern is particularly useful for 
railroad switchmen and conductors, campers, car own- 
ers, boatmen, miners and general home use. 

















Moe’s Drum Type 
Brooder 236 


This automatic drum type brooder is offered as part of Moe's line, 
produced by Hoeft & Co., Inc., North Chicago, II. It is equipped with 
a new and improved powerful burner which operates entirely on ordinary 
distillate (38-40) fuel oil, or kerosene oil. Flame is hot, intense, blue 
white and pale yellow. It will not smoke, says the maker. Large 
drum surrounding the burner is of heavy sheet steel, guarding the fire 





and saving the fuel, as the heat must travel through the drum flues 
before reaching the chimney. Heat is constantly and automatically regu- 
lated by a simple and positive thermostatic control, fitted on the fuel 
pipe near the canopy. This regulates the amount of oil delivered to the 
burner, so that an even uniform heat is maintained under all conditions. 
Brooder is complete with canopy, galvanized tank, galvanized 1% in. 
pipe and fittings. It has 5 in. galvanized smoke pipe tee, patent draft 
adjuster. Shipping weight is 70 Ibs. List price is $30. Dealer cost is 
$20. Oil feeds by gravity from a 10 gallon galvanized steel tank, or the 
fuel pipe can be connected direct to an outside drum or tank. As an 
extra precaution the burner is equipped with an overflow pipe which 
functions only in an emergency. Canopy diameter is 36 in. with 3 in 


apron. 


Sabin Gumfinger 
Lawn Rake 


A lawn rake with rubber teeth 
has been produced by The Sabin 
Machine Co., 6536. Carnegie 
Ave., Cleveland, Ohio. It is 
known as the Sabin Gumfinger lawn rake. It is a lightweight, strong 
and efficient tool. Flexible teeth adjust themselves to every irregularity 
in the ground surface and sweep clean. The maker states that the rake 
cannot tear or uproot the grass. There are three sizes: 16, 20 and 24 
inches. On the 20 and 24 inch sizes a strengthening rod runs from 
each end of the rake through yoke and handle. Suggested retail prices 
are, respectively, $1.00, $1.25 and $1.50. Dealer cost on the three 
models is, respectively, $8.00 per dozen, $10.00 per dozen and $12.00 
per dozen : 





U. S. Radio and Tele- 
vision Gloritone 
Model 27-P 


Gloritone radio phonograph combina- 
tion 27-P is a.c. electric, fully 
shielded with three tuned stages, one 
stage audio. There are five tubes, 
including two screen grid models. 
The speaker is electro-dynamic. 
Cabinet is of early American period, 
made of American walnut, with a 
half diamond matched straight grain 
walnut front Measurements are 
285% x 19 7/16 x 14% inches. 
United States Radio & Television 
Co., Marion, Ind., is the maker of 
the set, which is illustrated. The 
same firm makes the 27-S, a spinet model cabinet with the same radio 
equipment as the 27-P model. Cabinet is a spinet model of American 
walnut with a half diamond straight grain walnut front. It carries 
beautiful satin lacquer finish, artistically shaded. Measurements are 
29% x 1436 x 14% inches. 





K-V Clothes 
Closet Fixture 


The K-V clothes closet fixture is pat- 
terned after the garment cases used in 
high class clothing stores, says the 
maker. It is made by the Knape & 
Vogt Mfg. Co., Grand Rapids, Mich. 
Fixture consists of a rectangular metal 
sleeve, within which a metal tod slides 
freely in and out on roller bearings. 
From the rod, through a slot in the 
bottom of the sleeve, is hung a parallel 
rod, from which are suspended the 
clothes hangers. Fixture can be installed under the shelf in any clothes 
closet with a few screws. It comes in sfzes from 12 to 60 inches in 
multiples of 2 inches. Retail prices range from $3.20 to $5.90, accord- 
ing to the length. Discount of 50 per cent is allowed to dealer: 





Stanley 
Screw Driver 


The Stanley Rule & Level Plant, New Britain, Conn., has placed on 
the market a screw driver known as the Grip-E-Grip. It has a handle 
with a rough surface, for firm grip, made by embedding a gritty non- 
slip surface in the fluted wood handle. Auto mechanics, machinists and 
handy men, who use screw drivers will appreciate the efficient construc- 
tion of this new tool, Blade is made from high quality Stanley screw 


Se ALT CM ® 








driver steel, correctly hardened and tempered. Handle and blade are 
permanently fastened together by a heavy rivet through the ferrule, 
handle and shank. This together with a pair of ears on the shank 
eliminates any possibility of the blade twisting in the handle, according 
to the maker. Blades are offered in 3, 4, 5, 6, 8 and 10 inch sizes 
and are packed in boxes of 6. Overall lengths are respectively: 8, 9, 
10%, 1134, 15 and 17 inches 
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Value Manufactures in 
1929 Was 68 Billion 


The total value (at f.o.b. factory 
prices) of all manufactured products 
reported to the Bureau of Census for 
1929 by 199,268 establishments was 
$68,453,486,516, exceeding by 9.1 per 
cent the corresponding total of $62,- 
718,347,289 for 1927, reported by 
191,866 establishments, and by 10.3 
per cent the total of $62,041,795,316 
reported for 1919 by 214,383 estab- 
lishments. 

The number of wage earners (av- 
erage for the year) in 1929 increased 
2.4 per cent over 1927, from 8,349,755 
to 8,550,284 and wages increased 3.9 
per cent, from $10,848,802,532 to 
$11,271,016,618. 

As compared with 1919, the 1929 
changes are as follows: Value of 
products, increase of 10.3 per cent; 
number of wage earners, decrease of 
5 per cent; wages, increase of 7.7 per 
cent. 

The report said that because of the 
substantial decline in wholesale prices 
between 1919 and 1929, the rate of in- 
crease in value of products does not 
reflect the true increase in production 
during the 10-year period. It was 
also stated that in making use of the 
statistics for 1929 it should be borne 
in mind that the cost of materials and 
the value added by manufacture are 
not strictly comparable with the cor- 
responding figures for 1927 and 1919, 
because of the exclusion from the cur- 
rent figures and the inclusion in the 
earlier ones of data for mill or shop 
supplies. 


Week’s Price Average Was 
80.8 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale University 
has announced that wholesale commodity 
prices for the week ended Nov. 22, based 
on Dun’s quotations, averaged 80.8 per 
cent, says the Journal of Commerce. 

The October average was 82.6. The 
purchasing power of the dollar on a 


GENERAL MARKET 
NEWS orf tHE WEEK 





Hardware Activity Gains 
Seasonal Impetus 


New York, Dec. 3.—Stimulated 
by more seasonable weather, winter 
hardware lines are now in improved 
demand, according to advices re- 
ceived from the nation’s leading 
markets. In addition to the in- 
creased activity apparent in sea- 
sonal lines, the demand for holiday 
goods continues to gain impetus as 
Christmas approaches. 

Prospects for the future appear 
brighter as both wholesale and re- 
tail stocks are at low ebb and it is 
expected that replenishment orders 
alone, after inventories have been 
completed, will account for a heavy 
volume of business. It is generally 
conceded by the trade that the 
trough of the sales curve has been 
reached. With an upturn in busi- 
ness in the offing, sentiment has be- 
come more optimistic and this in- 
creased confidence is being re- 
flected in somewhat heavier buying 
in most quarters. 

Future orders for Spring goods 
are being booked in fair volume. 
Prices retain a steady status for the 
most part, although an easier trend 
prevails, with few exceptions. Col- 
lections, generally speaking, have a 
fair average. 





1926 basis of 100c was 123.8c. The 
October average was 12Ic. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
72.4. The October average was 72.7. 

The Italian index on the revised 1926 
basis for the week ended Nov. 15 was 
58.2. The October average was 59.1. 





Number of Business Failures 
Increased in Week Ended 
Nov. 22 


A sharp rise was recorded in the 
number of commercial failures for the 
week ended Nov. 22, according to the 
business reviews. An increase at this 
time of year is usually to be expected, 
it was stated, but the gain this week 
was larger than normal, and the level 
of failures is far above that for 1929. 
R. G. Dun & Co. reported a total of 
569 defaults, against 495 a week ago, 
and 472 a year ago. Bradstreet’s re- 
view indicated a total of 513 failures, 
as compared with 457 a week ago, and 
396 in the same week of 1929. 

There was little change in the num- 
ber of Canadian failures, the total be- 
ing 61, a slight improvement over the 
64 of a week ago. It compared with 
54 in the same week of last year. 

A distinct drop was recorded in the 
number of failures occurring in the 
smaller businesses. Those using up 
to $5,000 of capital fell from 72.8 to 
68.0 per cent of the total, and those 
using between $5,000 and $20,000 of 
capital decreased from 18.1 to 13.4 
per cent. The change is understood 
to have come in the group using from 
$20,000 to $50,000 capital where the 
percentage was about 13.0. 

The largest increases in the number 
of failures fell in the Middle Atlantic 
and Southern sections, according to 
Bradstreet’s. 


Freight Loadings Decline 
In Week Ended Nov. 15 


Loading of revenue freight for the 
week ended Nov. 15 totaled 829,251 
cars, according to the car service 
division of the American Railway As- 
sociation. 

This was a reduction of 52,150 cars 
under the preceding week this year 
and a reduction of 153,675 cars below 
the same week last year. It also was 
a reduction of 226,869 cars below the 
corresponding week in 1928. 
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Seasonal Lines Are More Active 


Cl N Cl N N All: ¢ Collections Have Fair Average 


(Cincinnati office of HARDWARE AGE) 
CINCINNATI, Dec. 2. 


ITH the advent of winter weather, demand for seasonal items of hard- 

V \ ware merchandise increased during the last two weeks. This increase, 

however, has not been sufficient to offset the general sluggishness of 

business and district hardware jobbers indicate that the November volume of 
business will be on a parity with October. 

Of course, demand is still behind last year and the trade has abandoned, long 
since, any hope that they could better the record of 1929. Consumers are pur- 
chasing only what they need and are holding inventories as low as is compatible 
with good business. Accordingly, they are ordering more frequently than a year 
ago, but the total quantity is sharply below the requirements of last year. 

Most prominent in the month’s business were anti-freeze mixtures and de- 
natured alcohol. District jobbers report that orders for these items continue to 
flow in and the season’s totals to date are well in advance of last year. Of 
course, with winter weather, builders’ hardware is naturally almost negligible 
on current orders. In fact, the last season was not as brisk as was anticipated 
and it is hoped that the slackness of this year will be absorbed during the com- 
ing season. 

The credit situation has shown virtually no improvement as dealers report 
slow sales and tightness of money. In fact, jobbers indicate that collections are 
about fair. 


STOVE BOARDS 
Paper lined, 24 x 24, $7.00 a doz. 
Wood lined, 24 x 24, $11.65 a doz. 
Mahogany wood lined, 28 x 28, 
$16.00 a doz. 
Walnut wood lined, 28 x 28, $16.00 


a doz. 
STOVE PIPE 
Security, blue, 28-gage, 6-in., $14.00 
per 100 joints; 26 gage, 6- in., $16.50 
per 100 joints; polished, 28 gage, 
6-in., $20.00 per 100 joints. 
Elbows, blue, 28 gage, 6-in., $1.50 


a doz.; polished, 28 gage, 6-in., $2.25 
a doz. 


STEPLADDERS 

Best grade, 5 foot, $2.55 each; 6 
foot, $3.00 each; 7 foot, $3.55 each; 8 
foot, $4.05 each; 10 foot, $5.05 each; 
12 foot, $6.65 each. 

Competition grade, 3 foot. 5lec. 
each; 4 foot, 68c. each; 5 foot, 85c. 
each; 6 foot, $1.00 each; 7 foot, $1.55 
each; 8 foot, $1.75 each. 

TRELLIS WIRE 
22 in., $3.95 a hundred feet. 
VACUUM BOTTLES 

Competition grade, 1 pint, 638c. 
each; 1 quart, $1.20 each. 

High grade, 1 pint, $1.00 each; 1 








PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS F.O.B. CINCINNATI. 


ANTENNA SUPPLIES 
100-foot coils, 41c.; 
32c. 
Porcelain insulators, 2¥%c. 
Glass insulators, 5c. 
Lightning arresters, 17c. 
Ground rods, 30c. 


BUILDERS’ HARDWARE 
Sash Weights.—Sash weights, $1.90 
per 100. 
Inside Sets.—Square bevel 
sets in case lots, $3.75 per doz. 
3% in. old copper and dull 
brass butts, 15c. per pair in case 
lots; sand blast, brass finished butts, 
19¢c. per pair in case lots. 


ALCOHOL AND ANTI-FREEZE 


Denatured Alcohol. — 53 gallon 
drums, 50c. per gal.; 5 to 9 drum lots, 
49c. a gal.; 10 drum lots, 48c. a gal. 
Prices subject to charge of $6.00 for 
each drum, to be rebated upon re- 
turn of drum in good condition. 1 
gallon cans, 66c. a gal.; in case lots 
of 10 gallons, 65c. a gal.; in 10 case 
lots, 64c. a gal. 

Eveready Prestone.—In gallon lots, 
$3.80 a gal.; in case lots, $3.60 a gal. 


FIRE SHOVELS 


No. 80, 52c. ome: No. 54, 75c. each; 
No. 56, 85e. eac 
Neverbreak, ie in., $4.75. 


FLASHLIGHTS 


Tubular.—Two baby cell, 68c. each. 

Tubular.—Two regular cell, 68c. 
each. 

Miner Head Type.—Two baby cell, 
69c. each; two regular cell, 84c. each; 
three regular cell, $1.11 each. 

Spotlight.—Two cell, 84c. each. 

Searchlight.—Five cell, $2.92 each. 


FLASHLIGHT BATTERIES 


Baby or regular cell, $6.50 per hun- 
dred. 


ICE SKATES 


Winslow, No. 38, $1.60 a pair; No. 
38%, $1.50 a pair. 


LADDERS 


Extension, 20 foot, $5.75 each; 24 
foot, $7.00 each; 26 foot, $7.60 each; 
28 foot, $8.15 each; 30 foot, $8.75 
each; 32 foot, $9.35 each; 34 foot, 
$11.00 each; 36 7 cg $11. 60 each; 40 
foot, $13.00 each 

Extension, with windlass, 28 foot, 
$9.35 each; 30 foot, $10.00 each; 32 
foot, $10.60 each; 34 foot, $12.25 each: 
36 foot, $13.00 each; 38 foot, $13.65 
each; 40 foot, $14.35 each. 


75-foot coils, 


inside 








LANTERNS 
Dietz line, Monarch No. 0, $8.00 a 
doz.; Ruby Globe, $10.00 a _ doz.; 
Delite, $13.00 a doz.; Little Wizard. 
$8.50 a doz.; Little Giant, $11.00 a 
doz.; Blizzard, No. 2, $13.00 a doz. 
NAILS 


Common wire nails, $2.60 per keg. 


PAINT SUPPLIES 
Ready mixed -house paints, $2.75 
per gal.; linseed oil, single barrels, 
$1.04 per gal.; turpentine, in 2 bar- 
rel lots, 48c. per gal.; white and red 
lead in 500 lb. kegs, 13%c 
less 10 per cent. 


ROLLER SKATES 
Ball bearing, girls and juveniles, 
$1.32 pair; boys, $1.41 pair; cheaper 

grade, 77c. pair. 


ROOFING 
K_ slate, 85-lb., $1.75; 
medium, $1. 35; heavy, F 
Competition grade, =" 85c.; me- 
dium, $1.00; heavy, $1.2 
Rosin sheeting, $45.00 - ton. 


RADIO BATTERIES 

B batteries, No. 2308, $1.88 apiece; 
full units, $1.75 apiece. No. 10308, 
$2.81 apiece; full units, $2.63 apiece. 
No. 21308, $3.20 apiece; full units, 
$2.97 apiece. 

C batteries, 30c.; 10 units, 28c. 

A batteries, 40c.; 25 units, 35%4c. 


RADIO TUBES 
NX 112A, $2.25; 


per Ib., 


light, $1.00; 
60. 


NX 171A, $2.25; 


$2.00; NX 256, $11. 0, "NX 280, $1. 90; 
NX 581, $7.25. 

The prices are subject to discounts 
of 40 and 10 per cent. 


RUBBISH BURNERS 
No. 1, $8.00 a doz.; No. 2, $11.00 
a doz.; No. 3, $13.20 a doz. 


SCREWS 
Flat head bright screws, 50, 10, and 
10 off list; flat head blued screws, 50, 
10 and 5 off list; round head blued 
screws, 50 and 10 off list; round head 
brass screws, 40 and 5 off list; bright 
wire goods, 85, 20 and 5 off list 


SLEDS 
Fleetwing, No. 96, $12.35 a doz.; 
No. 100, $16.90 a doz.; No. 200, $18.40 
a doz.; No. 210, $22.40 a doz.; No. 220, 
$24.80 a doz. 
Flexible Flyers, 30 per cent off list. 





quart, ach. 
Nickel plated, 1 pint, 


$1.75 each; 
1 quart, $2.50 each. 
VENTILATORS 
bg er E, No. 02. $4.00 a doz.; 
o. 2, $4.8 % a doz.; No. 3, $5.60 a 


$6.80 a ‘doz. 
87, $3.00 a doz.; No. 


doz.; No. 
Paliecene” No. 
117, $4.50 a doz. 


“Continental Wood Frame Cloth 
Ventilators’’ — V-836, $2.00; V-923, 
$2.00; V-937, 2.20 V-949, $3.75; 
V-959, $4.40; Vr i53i, $3.45; V-1549, 
$5.00 per doz., net. 

“Continental Metal Frame _ Cloth 
Ventilators’’—No. 833, $2.50; No. 837, 
$2.80; No. 845, $3.75; No. 1137, $3.45; 
No. 1145, $4.40; No. 1437, $5.00; No. 
1445, $5.60 per doz., net. 

The company will allow actual 
freight up to 50c. per 100 lb. on ship- 
ments of six dozen or larger. 

WEATHERSTRIP 

Wood and rubber, No. 1, $17.00 per 
1000 feet; No. 1%, $19.00 per 1000 
feet; No. 2, $24.00 per 1000 feet; 


No. 4, $13.50 per 1000 feet; No. 7, 
$40.25 per 1000 feet. 

Wood and felt, No. 70 and 71, 
$18.00 per 1000 feet; No. Dn. $25. = 
er 1000 feet; No. 
eet. 

Nu Strip, $16.50 per 1000 feet. 
Dust Strip, $28.00 per 1000 feet. 





Shapleigh Hardware Issues 
Annual Holiday Greetings 


Shapleigh Hardware Co., 4th St. and 
Washington Ave., St. Louis, Mo., has 
issued its annual holiday greeting, copies 
of which are now available to dealers. 
It is printed on high grade paper, 11 by 
14-in., and is suitable for framing. An 
arched type casement window shows a 
sunburst of color. Icicles and snow are 
seen on the window, with an attractive 
blue sky in the background. At either 
side of the window at top is the com- 
pany’s name with sprigs of holly beneath. 
The window frame is in several different 
shades of gold and silver. At the bottom 
corners are holly sprigs with the word 
“Winter,” showing snow around it, im- 
printed on the bottom ledge. Imprinted 
on the window is the Shapleigh greeting 
“May Radiant Paths Lead You to Health 
and Prosperity.’ The border of the 
greeting is a silver shade. 
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(Minneapolis office of HARDWARE AGE) 
MINNEAPOLIS, Dec. 2. 


ITH Thanksgiving Day in 
V \ the background, activities 
are swinging into the final 
stretch of the year, in all lines of 
merchandise. Stores and streets are 
dressed in all possible Christmas fin- 
ery, and apparently the people are 
taking a lively interest in the goods 
on display. The stores in the larger 
centers, at least, seem well filled with 
customers who are not just shopping, 
but who are doing a fair amount of 
buying at the same time. 


HOLIDAY PROSPECTS 


It is too early yet to gage the 
amount of holiday trade, but mer- 
chants have their stocks well dis- 
played and well represented in mer- 
chandise, although there is a tendency 
to hold the stocks down to the mini- 
mum, depending upon the jobbers for 
replacements. 

There seems to be the feeling, in 
the larger centers, that holiday trade 
will be fairly good. Every effort is 
being made to start projects which 
will give work to many of the un- 
employed. Many industries in the 
Twin Cities are operating at normal 
volume, and some of them report im- 
provement. A recent heavy snow- 
storm over this section of the coun- 
try gave many persons work clear- 
ing the streets and highways. 


TRADE CONDITIONS 


As has been indicated many times 
in this weekly report, the Northwest 
tributary to the Twin Cities has not 
been hit so hard by the so-called de- 
pression as many other parts of the 
country. It is more a game of wait- 
ing for more favorable prices for 
farm produce. Thousands of dollars’ 
worth of poultry has been marketed 
in the past two weeks below the prices 
of last year, it is true, but still bring- 
ing a certain sum into the country 
for the producers. 


UPTURN HAS BEGUN 


The situation is very well summed 
up in the latest review issued by one 
of the large banking institutions in 
this region. “Low prices received for 
many of our products and slackened 
national demand for commodities and 
goods which are most subject to cur- 
tailment in periods of retrenchment, 
continue to be dominant features. Fol- 
lowing a year of downward turn in 
the business cycle, statistics relating 
to trade should now begin to com- 
pare favorably with those of a year 














AT A GLANCE 


The Feeling prevails in the 
trade that the holiday busi- 
ness will be fairly good. Gen- 
eral business conditions in the 
Northwest territory are rela- 
tively in much better shape 
than in most sections of the 
country. 

* # & 

One of the current bank 
reviews, issued by a local 
banking institution says the 
consensus of opinion is that 
the trough of the curve has 
been reached and that the up- 
turn has begun. 

* * # 

Stocks of merchandise are 
in good condition for the up- 
turn. Cooler weather has 
stimulated the demand for 
seasonable goods. 

* & & 

The general average of col- 
lections is only fair. Prices, 
in the main are steady. Some 
price revisions are effective on 
galvanized eaves trough, etc. 











ago, and this change is already dis- 
cernible in some instances. It is the 
consensus of opinion that the trough 
of the curve has been reached, and 
that the upturn has begun. 


INDICATORS 


One indication of that, and of the 
soundness of this part of the country, 
is the fact that a $9,000,000 State of 
Minnesota bond issue was absorbed 
within a few hours, by the public, 
after it was put on the market. Fur- 
ther, about 70 per cent of the farm 
revenue here is from some form of 
livestock and not, as popularly sup- 
posed, from wheat or corn direct, in 
the form of grain. Again, the bulk 
of the factories in the Northwest have 
as their products foodstuffs, and there 
is less fluctuation in this than in other 


lines. 
STOCKS ON HAND 


Stocks of merchandise are in good 
condition for the upturn. Warehouses 
are not jammed full of merchandise 
for speculation purposes, but jobbers 
are carrying stocks complete enough 
to take care of all demands. This 
shows a healthy condition of the mar- 





TWI N € i TI F S J Holiday Trade Prospects Fairly Good 
¢Cooler Weather Has Stimulated Demand 





ket, for factory wheels will be turning 
sooner on what will be needed with 
the forward swing of business. 


WINTER GOODS 


With the cooler weather, winter 
merchandise is moving more freely. 
Automobile radiator solutions are 
again moving, and other winter driv- 
ing necessities and comforts are find- 
ing a more ready sale. Clothing 
stores and shoe stores are busy. 
Hardware stores are finding improved 
demand for weatherstrip and other 
supplies. Snow shovels and sidewalk 
cleaners came into good demand with 
the first heavy snow of the year, 
which fell in this section last week. 
In the Dakotas and in Nebraska heavy 
snows hampered travel, but gave oc- 
cupation to many men in clearing the 
roads. 


‘ICE SKATES ACTIVE 


Ice skates are beginning to sell, and 
dealers have their stocks prominently 
displayed. While at this writing the 
municipal rinks are not ready for 
the public, many are anticipating the 
opening by purchasing their skates. 
Privately owned covered rinks have 
been in operation in the Twin Cities 
for some weeks and attract a large 
following. 

Radio continues to sell well, with 
the small sets coming greatly into 
favor. Replacement tubes are in de- 
mand also. 


COLLECTIONS AND PRICES 


Collections show no _ particular 
change over the territory. In sec- 
tions where the crops were a failure, 
collections will be tied up for another 
year. In other districts collections 
are fairly good, and the general av- 
erage, according to several people “in 
the know,” was expressed as “just 
fair.” 

Prices are steady, with the excep- 
tion of a few items. There probably 
will be but few changes from now 
until the first of the year, after in- 
ventories have been taken by retail- 
ers, jobbers and manufacturers. The 
following prices are now effective on 
galvanized conductor pipe and eaves 
trough: 

Conductor elbows, 3-in., $1.56 doz., 
net; conductor elbows, 4-in., $2.59 
doz., net; conductor pipe, 3-in., $4.86 
per 100 ft.; conductor pipe, 4-in., 
$6.82 per 100 ft.; eaves trough, 5-in., 
$4.95 per 100 ft.; eaves trough, 6-in., 
$6.07 per 100 ft. 
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PITTSBURG 


(Pittsburgh office of HARDWARE AGE) 
PITTSBURGH, Dec. 2. 


HE ffirst sustained winter 
weather of the season, coupled 
with a growing demand for holi- 
day items has stimulated the hard- 
ware business considerably in the last 
week. Jobbers have been rushed con- 
siderably by urgent requests for ship- 
ments of the entire line of cold 
weather items, with stoves, ventila- 
tors, sleds, etc., heading the list. 
However, the most pressing demand 
in the last week has been for power 
ammunition incident to the opening 
of the season for hunting big game 
on Dec. 1. Jobbers found their stocks 
far from sufficient to meet the needs 
of retailers, and have been unable to 
get much cooperation from manufac- 
turers. Some leading makers of am- 
munition have frankly announced 
their inability to fill any further 
orders before Dec. 5, which will be 
considerably too late to help out the 
jobbers. There has also been a good 
movement of high-powered rifles, 
which both jobbers and retailers have 
generally been able to meet. Demand 
for the lighter types of ammunition 
has declined seasonably after an 
unusually good season. 


CHRISTMAS GOODS 


The demand for Christmas items 
is centered very largely upon com- 
paratively inexpensive lines, although 
midget radios and cooking stoves are 
meeting with considerable demand. 
Electrical goods, such as waffle irons, 
percolators, toasters and such items, 
promise to be active, and silver-plated 
ware, 22-caliber rifles, coaster wag- 
ons, velocipedes and other juvenile 
vehicles are being stocked rather 
heavily by retailers. Both jobbers 
and retailers are still somewhat skep- 
tical about the effect of unemploy- 
ment and generally reduced purchas- 
ing power upon holiday trade, and 
are inclined to think that volume will 
not be reduced as much as some 
people have suspected. 


PRICE REVISIONS 


Price changes in the hardware 
business have been of a minor nature 
in the last week, and no major re- 
visions are now expected until after 
the first of the year. Linseed oil has 
again been reduced, and is now sell- 
ing at approximately 10%c. per lb. 
in barrel lots, while turpentine is 
unchanged at 56c. per gal. in barrel 
lots. White lead holds at 13.75c. per 
lb., where it has stood for several 








AT A GLANCE 


The first period of winter 
weather of any duration, to- 
gether with the growing de- 
mand for holiday merchan- 
dise has stimulated business 
considerably. High power 
ammunition for big game is 
in excellent demand. 

* * * 


Inexpensive items are in 
good demand on_ holiday 
orders. The trade feels that 
Christmas business will be bet- 
ter than some expect. Indus- 
trial activity has not increased. 

* ok * 

Recent price changes have 
been of a minor nature and 
no major changes are expected 
until after the first of the 
year. The local steel industry 
expects improvement with the 
start of the new year. 

x * & 

It is too early to estimate 
the success of price stabiliz- 
ing efforts in the iron and 
steel industry. The unem- 
ployment situation is still un- 
satisfactory. 











months. Wire and nail prices are 
generally weak, with wire nails gen- 
erally quoted at $2.15 to $2.20 per 
keg. Weakness also continues on 
bolts and sheet steel products are not 
particularly strong. The rise in the 
primary market on copper has not 
yet been reflected in selling prices on 
goods into the manufacture of which 
brass and copper enters. 


INDUSTRIAL ACTIVITY 


Industrial activity in western 
Pennsylvania, after dropping rather 
sharply in November, seems likely to 
tend downward for the greater part 
of the present month. Iron and steel 
companies have generally reduced 
their operations to a level which is 
justified by present light demand, and 
no upturn in schedules is expected 
before the beginning of the new year. 
Coal operations are seasonably better, 
although activity is spotty. Building 
construction, aside from public works, 
remains of little consequence, and 
many miscellaneous industries have 


Winter Weather Aids Business— 
¢ Price Changes of Minor Importance 


been reduced to a hand to mouth 
policy. 


THE STEEL INDUSTRY 


While steel makers are generally 
resigned to a poor finish for 1930, 
hope persists that the start of the 
new year will see increasing activity 
in all lines of operation. In recent 
weeks buying by the railroads and 
prospective inquiry for additional 
rails and equipment has been a very 
encouraging factor. The largest 
inquiry for steel barges of the year 
is also expected to come out this 
month, and structural steel projects 
are holding to recent high levels. The 
low level of automobile production 
seems destined to continue during 
December, but promise of a sustained 
upturn in January is almost certain. 
Pittsburgh makers of rolling mill 
equipment expect the letting of $75,- 
000,000 to $1,000,000,000 of steel mill 
equipment in the next year or two, 
but these orders will not effect 
the immediate picture very much. 
The trend toward stabilizing stee) 
prices is still marked, but it is too 
early to estimate the success of price 
stabilizing efforts. 


UNEMPLOYMENT 


The unemployment situation is still 
unsatisfactory, but consistent effort 
on the part of employers is alleviating 
conditions as much _ as_ possible 
through the use of part-time sched- 
ules. Part-time employment is now 
the rule rather than the exception in 
most Western Pennsylvania plants. 
Payroll disbursements are at the 
lowest level in eight years, but com- 
modity price’ are considerably re- 
duced and rents are down in many 
sections of the district. However, low 
rents are retarding improvement in 
building operations in the district, as 
activity in this line is about 38 per 
cent below normal. Wholesale and 
retail trade are better maintained in 
the immediate Pittsburgh district 
than in the entire Western Pennsyl- 
vania area. The effect of “Buy Now” 
campaigns is stimulating to business, 
but many merchants are taking losses 
by reducing prices or giving better 
bargains. Collections are increasing- 
ly difficult, and it is reported that the 
past few months have shown an in- 
crease of 50 to 70 per cent in unpaid 
balances in some sections. Bank- 
ruptcies and sheriff sales to liquidate 
delinquent taxes are the largest in 
many years. 
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NEw York, Dec. 2. 


ITHIN the past week the de- 
W ana for holiday goods has 

gained momentum and current 
orders being received by Metropolitan 
wholesalers indicate that hardware 
dealers are going after the Christmas 
business with the customary vim. 
Toys have been especially active re- 
cently and while no shortages of any 
consequence have developed as yet, 
toy distributors say that some can be 
expected due to the fact that most 
buyers made belated purchases, mak- 
ing it difficult for manufacturers as 
well as jobbers to gage the require- 
ments of the trade. Popular priced 
toys are in brisk demand. November 
sales, in keeping with earlier predic- 
tions, compare favorably with those 
of the same month a year ago, accord- 
ing to most wholesalers, when price 
declines are taken into consideration. 
As it is a usual occurrence for sales 
to slacken momentarily as each month 
draws to a ‘close this situation is 
causing no consternation. December 
business is expected to start off brisk- 
ly and continue so until Christmas, 
with holiday lines and seasonable 
merchandise largely accounting for 
the activity anticipated. Many deal- 
ers, it is thought, are waiting until 
the first of December to place their 
holiday orders, in order to sell the 
goods and pay for them during the 
same month. 


WEATHER ADVERSE FACTOR 


In addition to the unfavorable 
status of general business conditions, 
the unseasonable weather which has 
prevailed so far this fall has had a 
retarding effect on sales. According 
to the local weather bureau, tem- 
peratures have averaged warmer 
than during any similar period since 
1921. This is largely responsible for 
the slow demand that has existed for 
many winter lines. With the first 
extended period of cold weather a 
lively call for seasonable goods seems 
certain. Despite the mild weather 
and the absence of snowfall in this 
section a fair demand has existed for 
sleds, ice skates, hockey sticks, snow 
shovels and similar items. Most 
dealers, it appears, realize the im- 
portance of having the goods on hand 
to meet the consumer demand which 
materializes quickly when the snow 
flies. 


STOCKS VERY LOW 


Both wholesale and retail stocks are 
at low ebb and it is doubtful if they 
will be replenished to the extent that 
would bring them to near normal 
levels before January. The approach 
of inventory time will have a ten- 
dency to hamper heavy buying, while 








AT A GLANCE 
The demand for holiday 


goods has gained momentum 
and it appears that hardware 
dealers are going after the 
Christmas business with the 
customary vigor. 

* * * 

Unseasonable weather has 
been an adverse factor to the 
movement of winter lines. 
With the first extended period 
of cold weather a brisk de- 
mand is anticipated. 

* *k * 

Stocks of both retail and 
wholesale establishments are 
at a low ebb and the replenish- 
ment business after the first of 
the year will be heavy from 
present indications. 

x * * 

In the main, the price trend 
is easier, although there are a 
few exceptions where some 
firmness is noted. Collections 
have a fairly satisfactory 
status. 











the easier price trend and the price re- 
visions expected when some manufac- 
turers issue new figures on the first 
of the year will serve as a further 
hinderance to bringing stocks up to 
normal. From all indications, busi- 
ness which should result from the 
replenishment of stocks alone, will 
after the first of the year, be much 
larger than many expect. Some man- 
ufacturers, who concur in this opinion 
are planning advertising campaigns 
now to get the benefit of the early 
flow of orders, which seems certain to 
result. 


HOUSEWARE ACTIVE 


Housefurnishings continue in ex- 
cellent demand. As a whole, this line 
has held its own better than most 
major hardware lines this year. 
Kitchen utensils, cleaning and polish- 
ing supplies, woodenware and similar 
lines have moved in almost normal 
volume. Staple housewares in the 
medium and better grade classes are 
in good demand. Inexpensive goods 
in this line are not being sought to 
the extent that they are in most other 
lines. Items suitable for gift pur- 
poses are enjoying a brisk demand, 
with fancy plated ware, silverware, 
glass baking ware and electrical ap- 
pliances very prominently represented 
on incoming orders for holiday goods. 





N EW Y ORK Demand for Holiday Goods Gains Impetus 
¢ Staple Lines Are Only Moderately Active 


VIEWS ON PRICES 


The opinion has been expressed by 
some wholesalers that manufacturers 
of some hardware lines should en- 
deavor to readjust prices to a basis 
more satisfactory to the trade as well 
as to the consuming public. One job- 
ber offered spading forks as one ex- 
ample on which the retail price seems 
unjustified. Forks, he said, of good 
quality cost the retailer $18 per dozen 
and when the dealer in turn has to 
ask his customer $2.25 or more for a 
good spading fork, it seems like a lot 
of money. The same wholesaler cited 
materials and workmanship necessary 
in producing a high grade hand saw 
and declared that spading fork prices, 
in comparison, were out of proportion. 
Wood working tools are another line 
on which wholesalers believe manufac- 
turers should attempt to reduce 
prices. Contrary to the impression 
which has been expressed in some 
business reviews, hardware whole- 
salers and dealers, as a rule, have im- 
mediately passed on any price de- 
clines to their customers. In the cur- 
rent bulletin on business conditions 
issued by the Irving Trust Company, 
the following extract appears: “The 
surest way of stimulating added de- 
mand by the public during the next 
few months would seem to be a policy 
of promptly passing on to the pur- 
chasers any reduction in manufactur- 
ing costs in the form of lower retail 
prices.” 


THE PRICE TREND 


The price tendency has not firmed 
to any appreciable extent and with 
few exceptions the trend is easier. 
Some copper articles are showing 
firmness due to recent advances in 
raw copper, while producers of iron 
and steel products are making an 
effort to stabilize quotations. Prices 
on screen wire for the coming season 
are expected to be announced shortly. 
Considerable interest is manifest in 
the trade as to the price of the alumi- 
num wire cloth, recently developed, 
which will be placed on the market 
this spring. 


COLLECTIONS 


The credit situation continues to 
have a fairly satisfactory status, al- 
though somewhat “spotty,” as collec- 
tions are good with some wholesalers 
and slow with others. Few new stores 
have opened their doors recently, ac- 
cording to jobbers, who state that few 
opening stocks have been sold re- 
cently. Business failures among hard- 
ware stores in this trading area have 
not been as numerous as among most 
other types of retail establishments. 
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WHEN THE RETAILER QUITS THE FIGHT 











CATA- 


MR. MANUFACTURER, I REPRESENT | NO THANK You-Wwe 
THE MAIL ORDER HOUSE. WE 

WANT To BUY YouR MERCHAN— 
pisE AND LIST (IT IN OUR 


M.O. BUYER MANUFACTUREFe ® 


PREFER TO DISTRIBUTE 
OvuR MERCHANDISE 
THROUGH THE 
REGULATe 
CHANNELS. 


sooo (a 


—— 
































You'LL BE SORRY — YouR ComPETITOrR 
SELLS US. WE'LL GET YOUR MERCHANDISE 
AND CUT THE PRICE ON IT WORSE 




































WelLL GIVE You soma, 
MARGIN IF You’LL 

GET US THIS 
MERCHANDISE 
THIS MANUFAC- 





ALL RIGHT —\F I 
DONT L SUPPOSE SoOME- 
BoDY ELSE WILL So IT 
MIGHT AS WELL BE ME. 























M.O. BUYER” JOBBER af 





























WE WON'T STOCK 








THEM ANYMORE!!! 








NO WE DONT STOCK 
THEM AND I DONT THINK 


























SLE Ml ME AMA 





RETAILER 





WHERE CAN IY 
GET ONE THENS 
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HAVING a 
WONDERFUL 
SUCCESS WITH 
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RETAILERS 5 
sSaps’ V YeS WE HAVE THEM BUT THEY HAVE Maw! inl a! Wo! AR: HA: 
PS . 
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CHICAG 


(Chicago office of HARDWARE AGE) 
CHICAGO, Dec. 2. 


ITH Thanksgiving gone and 
\ \ December here, the hardware 

trade takes on its annual 
aspect of the holidays. In response 
to the season business is on the up- 
grade. Activity seems to be having 
the natural effect of begetting more 
activity. Jobbers and others are 
watching the copper market. Be- 
cause of its advance, manufacturers 
of rubber-covered wire have with- 
drawn all quotations. Window glass 
volume is good. Accumulated fac- 
tory stocks have in a number of cases 
melted away. Among the better in- 
dustrial signs is the fact that orders 
for the new type glass have to be 
manufactured after booking. 


TOYS ARE ACTIVE 


Liberal orders of toys are being 
placed by a good many dealers. 
Though, with several exceptions, most 
of the higher priced playthings are 
not so much in demand; dealers are 
ordering adequate holiday stocks of 
toys to sell at medium figures, indi- 
cating that they count on a healthy 
demand for gift merchandise as soon 
as the greens and reds of their store 
decorations get in their atmospheric 
effect on the shoppers. Most whole- 
sale and retail opinion leans strongly 
to the belief that the spirit of the 
season will, as usual, quicken the 
parental impulse to make Christmas 
the same old joyous occasion for the 
children. More or less regardless of 
economic check, this seems to be a 
pretty firmly established principle of 
American parenthood. 


WINTER SPORTS GOODS 


Skis in the more northly latitudes 
are in keen demand. Many dealers 
found last year that they had under- 
bought; they also found that when 
one boy in a neighborhood gets a pair 
of skis others are likely to follow 
suit, resulting in numerous sails. 
Sleds, as always, are standard heli- 
day sellers; wheel goods also. Retai!- 
ers seem reluctant to place early or- 
ders for ice skates, although the re- 
cent drop to freezing weather may 
hasten their movement; some retail 
stocks, it seems certain, are going to 
be caught short. 


CHRISTMAS MERCHANDISE 


Christmas tree lighting devices are 
swinging rapidly into real action, 
along with tree-holders, fancy bulbs 
and similar holiday merchandise. 
Electric appliances show increasing 





AT A GLANCE 


In response to the season, 
business is on the up-grade. 
Most holiday lines are quite 


active. 
e* € & 


Jobbers and others are 
watching the copper market. 
Window glass volume is very 
good and orders for the new 
type glass have to be manu- 
factured after booking. 

* & % 

Toys are in excellent de- 
mand, with the trend 
rather pronounced for medi- 
um priced playthings. Skis, 
sleds, wheel goods and ice 
skates are also active. 

* % & 


Electrical Christmas decora- 
tions are in brisk demand. 
Electric trains, flashlights and 
electric appliances are other 
active holiday lines. Steel 
game traps are moving in 
heavy volume. 











strength with perhaps more of a de- 
mand for quality numbers than had 
been foreseen. Flashlights are mov- 
ing freely. Radio is gaining in cur- 
rent demand, particularly the smaller 
sets; a new midget model made to re- 
sell at $49.95, complete with tubes, is 
sharing in this movement. Electric 
trains are selling in this territory bet- 
ter than some wholesale toy buyers 
had thought earlier in the season; 
indeed, the whole toy movement out 
of Chicago exceeds the expectations 
of many and appears to be brisker 
than in some of the other trade areas. 


GAME TRAPS LIVELY 


Price changes are few. That thou- 
sands of men and boys are becoming 
trappers for a temporary livelihood 
is reflected in the heavy movement of 
steel game traps; both weather con- 
ditions and demand for pelts have 
been favorable. Carriage and ma- 
chine bolts are moving in good volume 
without price fluctuations; manufac- 
turers in this line indicate that a 
lower market is not to be expected. 


ROPE AND SCREENS 


With a good deal of freedom deal- 
ers are ordering rope for early deliv- 


Business Is on the Up-grade— 


rs ne 
¢ Few Price Revisions Are Effective 


ery next year. Manila is especially 
active. Since about a year ago it has 
been reduced approximately five cents 
a pound. Rope manufacturers de- 
clare that current prices have little 
margin left in them. They insist that 
rope values are unusually good and 
that retailers are safe in buying to 
cover needs for the next few months. 
Leading screen door and screen fac- 
tories have announced prices about 10 
per cent below the opening figures 
for the preceding season; as formerly, 
the collective carload service is to 
be conveniently available for dealers 
throughout most of the central ter- 
ritory to take care of shipments be- 
tween Feb. 15 and April 1, 1931. 


OTHER SPRING LINES 


Paint brushes for spring delivery 
are being ordered rather freely on 
a firm market. Fly spray futures are 
also fairly active at the customary 
dating and terms; special deals opera- 
tive this year continue in effect. 


HOLIDAY ACTIVITY 


Under the pull of the holidays glass 
ovenware is accelerating. Stainless 
steel knives and forks with celluloid 
handles at moderate prices are lively 
now. Silverware, which has been 
sluggish most of the year, is show- 
ing definite signs of improvement. 
The jump in the price of copper makes 
current jobbing prices attractive on 
both copper wash boilers and nickel- 
plated copper tea kettles; the latter 
are moving well in response to the 
holiday demand. 





Bank Debits Increased 
in Week Ended Nov. 19 


Debits in individual accounts, as re- 
ported to the Federal Reserve Board 
by banks in leading cities for the 
week ended Nov. 19, aggregated 
$12,043,000,000, or 6 per cent above 
the total reported for the preceding 
week, which included but five business 
days in most of the reporting centers, 
and 44 per cent below the total re- 
ported for the corresponding week of 
last year. 

Aggregate debits for 141 centers 
for which figures have been published 
weekly since January, 1919, amounted 
to $11,248,000,000, as compared with 
$10,708,000,000 for the preceding 
week and $20,591,000,000 for the week 
ended Nov. 20 of last year. 
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Here’s an Idea! 
Act Quickly ! 


Vollrath W 


e 
& 


NEW CHRISTMAS PROFITS 


in “ Vollrath Utility Christmas” 


Here’s a new but proved idea in tune with 1930's 
Christmas spirit. It was surprisingly successful a 
year ago with several big stores. It takes only a few 
feet of floor space and a small investment in Vollrath 
Ware which is salable the year round. If you are 
already a Vollrath dealer, this is a sure way to speed 
movement of present stocks. 


See how simply this plan works: 

1. Display Vollrath Ware in suitable price 
groups on tables as in photograph above. 

2. Be sure that you have ample supplies of 
Voilrath Ware in color. 

3. Wrap some of the pieces in Christmas 
fashion and use display cards as shown. 

4. Give space in newspaper advertising 
and in a window to “Vollrath Utility 
Christmas.” 

5. Order from list of Christmas best sellers 
shown here, in quantities you require. 


Get started on this idea at once. It’s your chance to 
get extra Christmas profits. We are ready to make 
immediate shipments. Write or wire The Vollrath 
Company, Sheboygan, Wisconsin. 











=| VOLLRATH | 
| WARE | 


| ANY ITEM IN THs GROUP | 
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Christmas Best Sellers of 
Vollrath Ware in Colors 


Order From This List 


$1.50 retail 


. 953 Refrigerator Dish 
013 Jug 
75 Tea Pot 
Set of No. 1, 2, 3 Pudding Pans 


$2.00 retail 


No.‘18 Jug (with cover) 
9 Ring Mold 
50 Devon Tea Pot 
6-35 Baker 


$2.50 retail 


No. 124 Vitalizer 
16 Jug (with cover) 
70 Devon Tea Pot 
Set of 1, 144 and 2 Mixing Bowls 


$3.00 retail 


53 Rice Boiler 

050 Tea Kettle 

160 Tea Pot 

Set of 114, 2, 3 Mixing Bowls 


$4.00 retail 


Tea Kettle 

Drip Coffee Pot 

i Percolator 

of 1, 114, 3 and 4 Mixing Bowls 
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BOSTON: 


(Boston office of HARDWARE AGE) 
Boston, Dec. 2. 


OLIDAY goods: Ice skates, 
H hockey sticks, Christmas tree 

holders, sleds and the like are 
moving in larger volume, but jobbers’ 
sales are still behind those of a year 
ago. Individual orders taken by the 
jobbing trade are beginning to take 
on a familiar appearance. That is 
each order now embraces a sizable 
assortment of goods, but the aggre- 
gate number of items measured in 
dozens is comparatively small. Of 
late we have experienced more sea- 
sonable weather and it is believed 
that it will stimulate buying of holi- 
day merchandise. As a matter of 
fact, since the cooler weather set in 
jobbers have been keeping open at 
least two nights each week to accom- 
modate those retail dealers who feel 
it is necessary to remain in their 
stores all day, and therefore cannot 
visit the wholesale market during 
daylight. ‘The response of the retail 
trade to jobbers’ accommodations has 
been quite gratifying. 


STAPLE LINES ACTIVE 


Jobbers say the lifesaver has been 
the continued buying of regular mer- 
chandise, which embraces a conglom- 
eration of stuff, and which in the 
aggregate runs into good money. 
Window brush poles, floor wax, cart- 
ridges, unit cells, electric lamps, rub- 
bish burners, door knobs, screw hooks, 
wood screws, alarm clocks, automobile 
tires, storm window fasteners, cork 
stoppers, bird cage hooks, nut crack- 
ers, window ventilators, stove pipe 
and snow shovels are but a few of the 
many things that go to make up the 
bulk of jobbers’ daily shipments. 


INCREASE EXPECTED 


It is anticipated the next week or 
two will witness a tremendous in- 
crease in holiday goods buying. There 
is every indication that the average 
retailer has put off such buying until 
the last minute. Jobbers are in an 
excellent position to take care of 
trade no matter how heavy it will be, 
and retailers are assured prompt de- 


liveries. 
PUBLIC BUYING 


The character of public buying is 
different than it was in former years, 
which may have a great deal to do 
with the conservative purchases by 
the retail hardware dealer. The 
dealers say Christmas buying is in- 
creasing, but that the public is not 
going in for high priced merchandise 
as it did formerly. Instead of thou- 





AT A GLANCE 


Ice skates, hockey sticks and 
sleds are moving in larger vol- 
ume. 

* * & 

Continued buying of regular 

merchandise a lifesaver to the 


jobber. 


¢$ & 


Tremendous Increase in 
holiday goods buying expected 
the next two weeks. 











sands of radio sets, washing ma- 
chines, vacuum cleaners and the like, 
the average public purchase concerns 
small things of moderate or low cost. 
The story told by retailers in other 
lines is similar, pocket handkerchiefs 
and neckties taking the place of ex- 
pensive bath robes, smoking jackets, 
etc. 

Banks report that more Christmas 
Club checks have been turned back 
into savings accounts than ever be- 
fore within the history of such clubs, 
which is taken to mean that people 
are either uncertain about their posi- 
tions or have been obliged to accept 
reductions in pay. It is therefore 
certain that spending of Christmas 
Club money will not be as extensive 
as previously anticipated. Retail mer- 
chants generally apparently have come 


. to this conclusion because it is com- 


monly stated by them that they do 
not expect a normal holiday trade 
and therefore are not taking on extra 
help. 

On the other hand, as one jobber 
puts it, you cannot analyze the tre- 
mendous attendance at football games 
this fall without coming to the con- 
clusion that there are thousands upon 
thousands of people who apparently 
have plenty of money and who are 
willing to spend it. In this connec- 
tion, although perhaps a far cry to 
the hardware dealer, it may interest 
him to know that the legitimate thea- 
ters for the first time in many many 
months are now playing to well filled 
houses each performance. It is 
pointed out by managers that thea- 
ters are always the first to feel a 
business depression and always the 
first to feel a recovery in business. 


HOUSES IN ORDER 


It is said that most New England 
industries and business houses have 
put their affairs in order; have scaled 
down overhead, reduced inventories 


Holiday Goods Are Moving in Larger 
Volume—Outlook More Encouraging 


and in other directions have counter- 
acted to a very large degree losses 
sustained by lessened business vol- 
ume. - The number of concerns who 
have not done so is comparatively 
small. . 

Possibly nothing did more to im- 
prove sentiment in business circles 
the past week than the remarks made 
by Walter Sherman Gifford, president 
of the American Telephone & Tele- 
graph Co. That company has an 
elaborate system of making business 
surveys and has been quite accurate 
in its deductions. So when Mr. Gif- 
ford says he sees the imminent end 
of the business depression and the 
ensuing advent of a sustained period 
of prosperity the like of which the 
world has never seen, it is not to be 
wondered that the business man 
draws a breath of relief. It is felt 
Mr. Gifford would not commit himself 
as hé did unless he was absolutely 
certain of his position. 


PAY STILL SLOW 


Collections are still lamentably 
slow. The public is slow in paying 
the retailer, and the retailer, in turn, 
is slow in paying the jobber or whole- 
saler. Many a New England retail 
hardware dealer is trying to collect 
on stuff he sold last spring and sum- 
mer to people in the country and at 
the shore who have moved back to 
town. We are told of one large 
Boston bank official who says he can- 
not pay a retail hardware dealer $200 
which represented goods bought last 
summer. “If the bank official will 
not pay his bills,” says the retail 
dealer, “how can we expect to collect 
money from the man of more mod- 
erate means.” 

This bank official unquestionably 
can pay his bill, but he has seen so 
much and listened to so many hard 
luck stories he feels poor himself. 
His attitude is no different than the 
multitude’s, and just as soon as people 
make up their minds to pay their bills 
the credit situation will clear. 


MANY PRICE CHANGES 


Manufacturers are notifying job- 
bers of many price changes, but in a 
majority of cases they are unimpor- 
tant and concern specific articles 
rather than whole lines. The most 
important change noted here the past 
week was a drop of about 15 per cent 
in the cost of red rosin sheathing 
paper. From stock it is now $50 a 
ton less 10 per cent, and if ordered 
in car lots from factory, $50 a ton 
less 20 per cent. 
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ARDWARE Dealers are realizing the far- 
reaching effect, through greater sales, of the 
necessity of carrying high quality wire screen cloth. | 


Why? Because the home-owners of this nation ap- 
preciate the outstanding fact that it is cheaper in 
the long run to buy quality products. 


This point is conclusively proved by the fact that 
the sale of “APEX” is rapidly increasing each 
year. Heavily zint-coated after weaving, its qual- 
ity is further insured by a coating of long oil var- 
nish. These features are winning dealer confidence 
and increasing dealer sales. 


Backed by an organization of specialists in the 
manufacture of quality cloth, progressive jobbers 
and dealers are centralizing their purchases on 
“APEX.” 


Distributed by Jobbers. 


If your jobber cannot supply you, write us and we will give you 
the name of the one who will. 


HANOVER WIRE CLOTH Co. 


Factory: Hanover, Pa. 
Sales Office: 
John M. Hart Company 
420 Lexington Avenue 
New York Citv 
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MEMPHIS: 


(Memphis office of HARDWARB AGE) 
MEMPHIs, Dec. 2. 


ARDWARE sales hold up fair- 
H ly well at retail stores. Whole- 

sale hardware establishments 
report business rather quiet, but with 
some improvement in the country dis- 
tricts. In a few towns and cities, 
though not in Memphis, bank failures 
and embarrassments came during the 
last ten days, precipitated in part by 
the bonding speculations and unusual 
internal expansion of months passed, 
followed by unresponsive markets for 
securities. Already, however, an- 
nouncements have been made of plans 
for reopening of banks in Arkansas, 
Kentucky and middle Tennessee. Sur- 
prising to say, the general volume of 
business did not suffer much at any 
one point as the holiday season is so 
near and gathers momentum week by 
week. A period of prolonged mild 
weather has been followed by more 
seasonable temperatures and trade is 
being stimulated in winter lines as a 
result. 


FUTURE PROSPECTS 


Much confidence is reposed in 1931 
trade conditions. Farmers and dairy- 
men are making ready for a vigorous 
effort. They do not anticipate an- 
other drought and have largely re- 
cuperated from the last one. Building 
prospects are brighter in many points. 
Memphis now and during 1930 has en- 
joyed a larger share of building ac- 
tivity than most other cities of simi- 
lar size. 


LINES NOW ACTIVE 


Builders’ hardware is fairly active. 
Trade in cutlery has been accelerated 
by the holiday demand. Sporting 
goods of all kinds are more active. 
Stove sales are on the increase. Paints 
and varnishes are moving well. Shelf 





AT A GLANCE 


Retail hardware sales are 
holding up fairly well, while 
hardware jobbers report busi- 
ness rather quiet with some 
improvement noted in the 
demand from country dis- 
tricts. 

x x * 

More seasonable tempera- 
tures have followed a pro- 
longed period of mild weather 
with the result that winter 
lines are in better demand. 

* # & 


Much confidence is reposed 
in 1931 trade conditions. 
Building prospects are 
brighter at many points in 
the Memphis territory, while 
the city proper has had more 
building activity than most 
cities. 

a 

Holiday merchandise, espe- 
cially toys, is in excellent de- 
mand. Stoves and _ stove 
goods, radio sets and equip- 
ment, winter auto accessories 
and gas cooking and heating 
stoves are active lines at the 
present time. 











goods are not so active, but an im- 
oe is expected before Christ- 


“HOLIDAY MERCHANDISE 


Toys are now on display and there 
are many fine toy departments in the 


Sales Holding Up Fairly Well — 
¢ Holiday Trade Outlook Is Bright 


Memphis area. The Spirit of Christ- 
mas parade passed in review in Mem- 
phis on the night of Nov. 28. There 
were about fifty floats and many 
bands represented, Santa Claus ar- 
rived by airplane. There was a visita- 
tion to the cotton fields and markets 
of the South by an airplane recently 
which carried the representatives of a 
tire concern. 


JOBBING SALES 


One Nashville wholesaler reports 
the November trade rather quiet; the 
holiday trade outlook bright; shelf 
goods moving slowly with some im- 
provement in the demand for auto ac- 
cessories and radio sets and equip- 
ment. Business from country dis- 
tricts is said to be on the increase. 
Another Nashville jobber reports im- 
provement in the country trade, espe- 
cially on stoves and radio. The holi- 
day demand has made business with 
local retailers more lively than in re- 
cent weeks. 

Memphis hardware wholesalers are 
showing unusually large assortments 
of toys this season as well as wheel 
goods of various types. Stoves, fur- 
naces and gas outfits of various types 
have a prominent place in dealers’ 
displays. The introduction of natural 
gas in the Memphis area and at Jack- 
son, Miss., together with the plans 
for its introduction in the towns of 
west Tennessee has resulted in con- 
siderable interest being manifested in 
gas heating and cooking stoves. 
Meanwhile, the coal merchants are not 
asleep and the wares that go with 
coal stoves—shovels, coal hods, coal 
grates and fireplace fixtures—have a 
prominent place in hardware store 
displays and have had more than the 
usual amount of local publicity. 





“Hardware Hermits Can’t Sell Much” 


Nobody knows that this is a machine age better than 


“There is always a Van Dervoort on our main floor,” 


the three Van Dervoorts of the Van Dervoort Hardware 
Co., Lansing, Mich.—Tom, Del and Ed. But they know 
something else, too, particularly that the human being 
hasn’t yet been abolished. The personal side of their 
business is stressed at every turn. 

Customers are pleasantly given to understand that 
they are dealing with the Van Dervoorts and their as- 
sociates personally rather than a corporate letterhead. 
The fatherof t:e three made himself known as “Van 
the Tool Man.” Personality is a living tradition in 
this Lansing hardware store and one that they have 
sense enough not to overthrow. Otherwise, tradition 
doesn’t take much of their time. 


says Del, speaking for the trio. “Wide, close acquain- 
tance means a lot. We hustle inside and out and we 
never lose touch with people. We identify ourselves 
with clubs and take part in sports. That’s one good 
way to keep in contact with other human beings. They 
like to meet and play as well as work. 

“It is part of the merchant’s job to meet and play 
and work with them. There are many store duties that 
must be done, of course, but unless a man is watchful 
he can let himself become so entangled in routine that 
his faculties for pleasant and profitable human contact 
fail through disuse. Hardware hermits can’t sell much 
hardware.” 
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to avoid a winter 


SLUMP Ee! 





Nemes 


Presents a clean looking appear- 
ance. Handle and face of cylinder 
lock are the only pieces of hard- 
ware exposed on the outside of the 
door. 







* te 
ee es 


Just give one demonstration of Frantz “Over-the-Top” Door Equipment 
to a customer whose garage doors operate unsatisfactorily and you will 
make a sale. Here is equipment that operates doors overhead, up out 
of the way—that makes old doors work like new. 


Almost every owner of a private garage is a prospect for one or more 
installations of Frantz “Over-the-Top” Door Equipment. This is the 
season when garage doors cause the most trouble—the time for you 
to cash-in to the fullest extent on the profitable replacement business 
this equipment develops for you. 


Canvass your community. You will be astonished at the number of 
garages having inefficient doors and the ease with which the owners 
ean be sold installations of Frantz “Over-the-Top” Door Equipment. 
Write for complete information and prices. Frantz Mfg. Co., Dept. 
H-12, Sterling, Illinois. 





C “a inl 
> IMPLICITY 


Mechanisms the simplest possible 
consistent with long, dependable 
service. No weights, pulleys, ca- 
bles, etc. Opening entirely clear. 


ONVENIENCE 


Slight pull on handle and door 
rises to “overhead” position with- 
out aid. Closing is just as simple. 
Ideal for operation by women and 


children. 
















FRANTZ MFG. CO., Dept. H-12, Sterling, Illinois. 


Kindly send me complete information and prices on Frantz 
Top” Door Equipment. 


“Over-the- 


Firm Name 














(Patents Pending) 
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Trade Continues Upward Trend. 
AT LANTA: Few Price Changes Are Effective 


(Atlanta Office of HARDWARE AGE) 
ATLANTA, Dec. 2. 


USINESS with local hardware jobbers continues to indicate an upward 
B trend and although improvement is slow further gain in orders is antici- 
pated. Jobbers’ stocks are full and in good shape, and from all indica- 
tions spring business is expected to be good. Manufacturing industries and 
plants in this section that have been idle or running part time for the past few 
months are beginning to resume activity. Cotton mills are beginning to show 
signs of full time running again, all this indicates relief for the unemployed 
and further signs of business recovery. 

Building and construction in the Southeast shows gain. New building and 
engineering work contracted for during the past month in the Southeastern 
territory amounted to $14,732,500, as compared with $14,547,100 in September. 
it was shown in a recent report of the F. W. Dodge Corporation. The territory 
embraces Georgia, Florida, the Carolinas, Alabama and eastern Tennessee. 
The State of Georgia had $1,828,500 in contracts for new building and engi- 
neering during the month, the report showed. Included in the State total was 
$863,200 for residential buildings and $198,500 for public works and utilities. 

No important price changes have been reported at this listing and jobbers 
report collections as being fairly good. 


PRICES QUOTED HEREWITH ARE JOBBERS PRICES TO RE- 
TAILERS F.O.B. ATLANTA, GEORGIA. 


q 7-8-2 trace chains, 62c. per pr.; 
ALUMINUM WARE 7-8-1 trace chains, 72c. per pr.; 8-10- 0 


5 qt. tea kettles, $9 per doz.; 6% trace chains, $1.32 per pr. 
qt. tea kettles, $12 per doz. 2 at. No. 1-20 ft. tie out chains, $4.00 
ae boilers, $6 per doz. 2 qt. per- per doz.; No. 0-30 ft. tie out chains, 
colators, $6.50 per doz.; 3 qt. percola- $6.00 per doz. 
tors, $9 perdoz. 4 qt. Convex kettles, 2/0 tenso well chain, $4.50 per 250 
$6 per doz.; 6 qt. Convex kettles, ft. reel; 2/0 tenso well chain, $9.00 
ef a< y-e ee y soto eee per 500 ft. reel. 
per doz.; q onvex kettles, 
$9.50 per doz. 13% gt. = pails, COAL HODS. 
$8 per doz. n. wash pans, 16-in. galvanized, $4.00 per doz.; 
$4.50 per doz. 2 qt. er yg em 18-in. galvanized, $5.00 per doz.; 16- 
$3.50 per doz.; 4 qt. Convex in. japanned, $3.25 per doz.; 18-in. 
ans, $5 per doz. 10 qt. dish japanned, $3.75 per doz. 
, $7 per doz.; 14 qt. dish pans, ° 
$9 per doz. COAL TONGS. 


AMMUNITION. No. 45, $2.50 per doz.; No. 25, $3.50 


3-1% Remington Nitro Club 12 ga. per doz.; No. 214, $3.50 per doz. 
shells, $34 per 1000; 3-1 Remington COTTON COLLARS. 
Nitro Club 12 ga. shells, $33.23 per 
1000; 3-1% Remington Shur Shot 12 Old Beck, $6.00 per doz. Langford, 
ga. shells, $30.06 per 1000; 3-1 Rem- $10.00 per doz. Langford, Jr., $8.00 
ington Shur Shot 12 ga. shells, $29.06 per doz. Samson, $13.20 per doz. 
per 1000. slain COLLAR PADS. 
AUTO TIRES (MANSFI ). Size 18, Red Edge, Old Gold, $3.90 
29 x 440, $6.18; 29 x 450, $6. r doz.; size 20, Red Edge, Old Gold, 
30 x 450, $6. 89; 30 x 500, $8.51; 30° : 4.20 per doz.; size 22, Red Edge, Old 
525, $9.92. 0, $1.11; 30 450, Gold, $4.50 per doz. 
Tubes: 29 x 44 x 
$1.18; 29 x 450, $1. 3g;'30 x 500, $1.32: CORN POPPERS. 
36 x 525, $1.49 No. 1-C, 5.06 por ad doz.; No. 1-CR 


1.3: doz. ; 3/MB, $3.00 
BARB WIRE. = Re “d oa ef Ba BS per 


DRAG SCRAPES. 


2 point cattle $2.40 No. 1 with runners, $7.50 each; No. 
2 point hog 2.6: 2 with runners, $7.25 each; No. 3 
4 point cattle . with runners, $6.50 each. 


4 point hog , FILES. 


BALE TIES. First quality, list less 50 per cent; 
9 ft., 16% ga., 90c. per bdle.; 9 ft., private brands, less 60-10 per cent. 
16 ga., $1.02 per bdle.; 9% ft., 15% Second quality, less 75 per cent. 


ga, $1.18 per bdle.; 9% ft, 14% 62. | PENCE WIRE. 


BLOW TORCHES. 
Each No. 2048 Light poultry 


No. 32 Clayton and Lambert.. $6.40 No. 2360 Light poultry 
No. 158 Clayton and Lambert... 3.50 No. 2672 Light poultr 
No. wv “-gameeed ana rabbit 
BLOWERS. 14% 8 
No. bbs. ag and rabbit 
. 400 Champion 5 14% gage 
140-L. Champion 9.50 58 in. Diamond lawn 


40-L, Champion iy 
. 145-S Forge s 36 in. double loop lawn 


BROOMS. 48 in. double loop lawn 
No. 26, 5 string heavy, $6.00 doz.; FENCE POSTS. 


No. 22, 4 string, $4.50 doz. Split 
rattan 14 in. push broom with han- 61% ft. banner painted line with 
dles, $7.50 doz. 7% ft Renee ag al " og 0.43 
4 ft. banner painted line wi 
CHAIN. anchor plates 
No. 110, 5/16 x 14 ft. log chains 8 ft. banner painted line with i 
with hook and ring, $2.25 each; No. anchor plates 0.53 
110, % x 14 ft. log chains with hook 7% ft. galvanized tubular end.. 3.50 
and ring, $3.00 each; No. 110, % x 14 8 ft. galvanized tubular end.. 3.70 
ft. log chains with hook and ring, 7% ft. galvanized tubular corner 4.90 
$5.00 each. 8 . galvanized tubular corner 5.25 








FENCE GATES. Each 


36 in. ee top 


. in. ornamental top 
single drive gates 
10 ft. 42 in. ornamental 
single drive gates 


FIRE POKERS. 


No. 10%, % x 20, 85c. per doz.; No. 
10, % x 26, $2.00 per doz. 


FIRE SHOVELS. 


No. NF16 Never Break, $4.50 per 
doz.; 20-fh. galvanized, 75c. per doz.; 
20-in. japanned, 75c. per doz. 


GLASS CUTTERS. 


No. 024 Red Devil, $1.50 per doz. 
Lenox, $1.50 per doz. 


MATTOCKS. 


4 and 5 lb. Short Cutter, $8.50 per 
doz.; 6 lb. Long Cutter, $9.00 per doz. 


HAMES. 


No. 61 Lone Star, $16.00 per doz. 
pairs; No. 161 Lone Star, $12.50 per 
doz. pairs. 


RAKES. Per Doz. 


12 Tine Bow 

14 Tine Bow 

16 Tine Bow 

12 Tine Steel 

14 Tine Steel 

16 Tine Steel Garden 

No. BRF-22 Grooms Rakes. 


ROPE (COTTON). 


20 to 26 cents per lb. 36 ft. cut 
plow lines, 22 cents per pr. 


SOLDER. Per Lb. 


Kester acid core 1 lb. spools... $0.52 
Kester acid core 5 Ib. spools... 0.47 


STOVE ACCESSORIES. 


No. 3 crystallized wood lined, 24 in., 
$12.50 doz.; 26 in., $14.60 doz.; 28 in., 
$16.00 doz.; 30 in., $19.70 doz.; 36 in., 
$27.40 doz. 

No. 9 crystallized paper lined, 24 
in., $7.40 doz.; 26 in., $8.10 doz.; 28 
in., $9.10 doz.; 30 in., $10.70 doz.; 35 
in., $15.70 doz. 

Stove Pipe Dampers.—5 in., $1.25 
per doz.; 6-in., $1.50 per doz. 

Stove ‘Pipe.—Smith multi-pipe, 
gage, polished in blue, 5 in., $12.25 
per 100 joints; 5% in. and 6 in., $13.00 
per 100 joints. 

Elbows.—5 in. piece, corrugated, 
$1.35 per doz.; 6 in. piece, corrugated, 
$1.50 per doz.; 7 in. piece, corrugated, 
$2.00 per doz. 

Stove Polish.—No. 20 Black Silk 
paste, 5-lb. cans, $11.40 per doz.; No. 
5 Black Silk paste, $1.20 per doz.; No. 
6 Black Silk, liquid, $1.30 per doz.; 
No. 1 Black Silk iron enamel, $1.75 
per doz.; No. 60 Black Silk metal 
polish, $1.50 per doz. 


TAPE. 
1 to 8 oz. friction tape, 35c. per Ib. 


TINNERS’ SNIPS. 


No. S-412 Crescent 
No. T-412 Crescent 


TOOL GRINDERS. 
Luther, No. 25, $3.25 each; paather. 


No. 26, $4.00 each; Luther, No 
$5.00 each. 


TRAPS. 


No. 0 Victor Game, $1.10 per doz.; 
No. 1 Victor Game, $1.38 per doz.; 
No. 1% Victor Game, $2.44 per doz.; 
No. 2 Victor Game, $3.36 per doz.; 
No. 3 Victor Game, $5.49 per doz. 
Mouse traps (Victor), 25c. per doz. 
Rat traps (Victor), 90c. per doz. 


VISES. 


No. 43 Columbian Garage, $2.10 
each; No. 43144 Columbian Garage, 
$3.50 each; No. 44 Columbian Garage, 
$5.50 each. No. 25 Champion, $1.00 
each; No. 40 Champion, $4.50 each. 


WHEEL BARROWS. 


No. 5 with wood tray, $3.00 each; 
No. 201-A with steel tray, $3.75 each; 
No. 4-S tubular tray, $6.00 each. 
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ae Galvanized 
Pimento ad Steel Wire 14-16-18 Mesh 


and 
ROMAN 24 & 30 Mesh-also Cloth DARK 
14 8 16 Mesh Ex. Hvy 14 Mesh Only in all grades 14-16 Mesh 


of new customers, testify to the soundness of our adherence to the standards of QUALITY 
and SERVICE which have established the name of “G & B” as a guaranty of dependability — 


The Gilbert & Bennett Mfg. Co. 


Established 1818- America’s Oldest Woven Wire Factory- Manufacturers 


WIRE CLOTH, NETTING and FENCING 


Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Conn. Chicago Kansas City, Mo. San Francisco 


PREFERENCE= Continued preference with experienced buyers everywhere, and the increasing number 
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Manufacturers—for 
Nearly Half a Century 


—of the Highest 
Grade Steel and Wov- 
en Tapes, Wood and 
Metal Rules. 

Our Machinists Tools 
are Accurate, and 
Embody Striking Im- 
provements in De- 
sign. Every Article 
Fully Guaranteed. 


TAPES— 
RULES, and 
TOOLS 


Distributed Thru Jobbers 
Send for Catalog 


THE [UFKIN fpULe Co. 


SAGINAW, MICHIGAN 


106 Lafayette St., New York City j 








Sure, Appleton Has Price Competition 


(Continued from page 32) 


Somewhat similar steps were 
taken in merchandising garden 
hose. Several different kinds had 
been carried and it was always 
difficult for customers to decide 
which kind they wanted. Finally, 
the store resolved to discontinue 
handling all but the most popular 
kind and the store is now selling 
twice as much garden hose as 
formerly at a better profit, because 
they were able to buy it in larger 
quantities at a better price than 
had been possible when several 
different brands were being 
handled. 

Previous to entering the hard- 
ware business, Mr. Appleton was 
engaged in direct mail advertising 
work. He uses mailed display ad- 
vertising almost exclusively in 
keeping the store before his pros- 
pects. Newspaper advertising 
proved unsatisfactory to this par- 
ticular store after it had been 
given a thorough trial. The prin- 
cipal reason advanced for its fail- 
ure was that there is no daily 
newspaper published in Freeport. 
Instead, one daily covers the en- 
tire county, which is made up 
of many towns almost adjoining 
each other and the majority of 
these have their own shopping 
centers. Due to the circumstances 
Mr. Appleton was forced to pay a 
high rate for a circulation which 
was of little value to his store 
and for this reason newspaper ad- 
vertising was found unsatisfac- 
tory. 

The bulletins are not mailed on 
any regular schedule, but are 
issued instead at seasonable inter- 
vals. More of them are mailed in 
the interval from early spring to 
July than during any other period 
of the year. Ten thousand bulle- 
tins are mailed at a time. These 
are obtained for a total cost of 
$130, the store providing the cuts 
for illustrations. A mailing fee 
of 1c. is paid on each bulletin and 
the mailing list is kept alive by a 
novel precaution. This takes the 
form of a notice appearing on the 
cover reading: “Postmaster: If 
forwarded to a new address, notify 
sender on form 3547. Postage for 


notice guaranteed.” As a result 
a stack of forty or fifty cards in- 
forming the store that the bulle- 
tin has been forwarded to a new 
address are received by the store 
after every mailing of the buile- 
tin. Often the cards read: The 
circular mailed to John Doe, 150 
Main Street, Freeport, has been 
forwarded to John Doe, 967 Mar- 
ket Street, San Francisco, Cal. In 
such cases, where the prospect 
moves out of the store’s trading 
territory, his name is immediately 
removed from the mailing list. 

Mr. Appleton expressed the con- 
viction that his store does a larger 
proportion of cash business than 
any hardware store on Long 
Island. When customers request 
to have merchandise charged to 
them, it is the custom of the store 
to explain that the store is oper- 
ated on.a cash basis and that it 
keeps no books, believing that a 
cash policy enables the firm to 
give better values to its custom- 
ers. This explanation is made in 
a tactful and diplomatic manner 
so that no offense can be taken. 
On the other hand, if a customer 
has patronized the store regularly 
over a period of time and enjoys a 
good local reputation for integrity, 
the customer may be invited to 
open a short-term charge account 
as a convenience. Less than thirty 
charge sales slips were held by 
the firm on Nov. 17. 

On occasions when a customer 
declares that some’ certain item 
can be purchased for less money 
in one of the New York City de- 
partment stores, the store ex- 
plains that the item is being 
used as a “loss leader” or special 
to attract trade. In fairness, the 
firm asks the customer to list any 
twenty items and obtain prices 
elsewhere, comparing the total 
with Appleton’s for the same mer- 
chandise. This will show, the cus- 
tomer is told, that Appleton’s will 
be at least 5 per cent under com- 
petitors. The point is emphasized 
that customers will be much bet- 
ter off at the end of the year 
through patronizing the store for 
everything they may need. 

















HARDWARE AGE for DECEMBER 4, 1930 69 





Christmas Club Payments This Year 
Establish New High Total 


During the last two weeks of No- 
vember $632,370,000 was paid out to 
approximately 11,000,000 Christmas 
Club members throughout the United 
States. This total disbursement set 
a new high record for Christmas 
Clubs since the inception of this meth- 
od of installment saving some twenty 
years ago. Although a new high total 
figure was established this year, the 
average per member which is esti- 
mated at $54.60 will be below the 
average of 1929 which was $59.50, 
thus showing that the increase .in 
aggregate is due to the ever-increas- 
ing number of members and that 
when normal conditions have returned 
the total amount of money invested 
in Christmas Club savings will in- 
crease at a great deal faster rate 
than that which occurred in the past 
year. 

Although the Christmas Club was 
started with the idea of providing a 
method of installment saving through- 
out the year to provide a fund for 
Christmas expenditures at the end of 
the year, it is evident that the re- 
sults of twenty years’ operation have 
provided a great deal of permanent 
savings. The founders of the Christ- 
mas Club estimate that 10,000,000 
permanent savings accounts are di- 
rectly traceable to Christmas Club 
memberships and that 62 per cent of 
the vast total to be paid out this 
month will be applied to some form 
of constructive purpose. The follow- 
ing figures show the estimate of the 
division of expenditures of the total 
to be paid out showing only 38 per 
cent going to Christmas purchases. 


Use Per Cent Amount 

Christmas pur- 

i. ae 38 $240,000,000 
Permanent Sav- 

ings & Invest- 

oe Se 30 190,000,000 
Year End Com- 

mitments ..... 13 80,000,000 
Insurance Prem- 

MUIR So aps ovs 6 38,000,000 
Mortgage & Mort- 

gage Interest... 5.5 35,000,000 
MOD. 65.5. ors ars: 4.5 29,000,000 
Education, Travel 

& Charity .... 3 20,000,000 

OUAD = y.g-005 5 3% 100 $632,000,000 


The accompanying table shows the 
total to be paid out to Christmas Club 
members by states and sections of the 
United States this month, according 
to Christmas Club estimates. New 
York has the largest total with $138,- 
650,000. 


States State Total 
Eee eee $ 4,800,000.00 
New Hampshire ..... 1,600,000.00 
ee ee 660,000.00 
Massachusetts ....... 72,300,000.00 

Rhode Island ........ 


Connecticut ......... 13,600,000.00 

New England ...... 97,330,000.00 
INOW YOre  .eck ok ses 138,650,000.00 
New Jersey ......... 40,600,000.00 


71,800,000.00 
251,050,000.00 


Pennsylvania 
Middle Atlantic .... 





MBO) esis steavestclenees 43,680,000.00 
UONA 556 alse kes 24,260,000.00 
WIBCODGIN © © sisi nw swe 12,100,000.00 
MICMIDAT: 6.55 10diese iar 16,810,000.00 
MUNIN i cas. 4 stloioles oer 60,370,000.00 

East North Central. 157,220,000.00 
PEINNCSOLA 6 s.o.5a.8 0G we 3,200,000.00 
AC ec 4,480,000.00 
WETRSOULL s5.oedeis B66 7,900,000.00 
North Dakota «4.60. 340,000.00 
South Dakota ....... 410,000.00 
TRCOLOEER . Salsiecivses Res 3,480,000.00 
MEARS) 6, sain crardjaterete 2,610,000.00 

West North Central 22,420,000.00 
DIOURWRED © .0-<.0-s/eseis sietes 2,140,000.00 
NESPYIANG 0.5.6 6:0:00 6.0: 9,440,000.00 
District of Columbia.. 8,600,000.00 
WHEGIBIR) oo5 osc ce ant 7,940,000.00 
West Virginia ....... 4,300,000.00 
North Carolina ...... 2,780,000.00 
South Carolina ...... 2,560,000.00 
OE Re ee ne 3,320,000.00 
OUI ad koicie wid Eres 960,000.00 

South Atlantic . 42,040,000.00 
MOMGOCRY | 8s Sacceonsae 4,560,000.00 
TONG: ~<.86i ssaisee 5,100,000.00 
PIMVRIN: i 5'55:0:6.0. 808 88 3,860,000.00 
DRIQSIBSIDD | os 6.0.5 os 010-0 1,840,000.00 

East South Central. 15,360,000.00 
PPRAUEEB (i ieicic'scisic ese 1,700,000.00 
PIOUISIGNA? 5.5 6:6) 0:50:00 9,400,000.00 
ORIAROMA. 6 okie os visas 1,100,000.00 
ORB seoia ia eit dioie a wane 3,940,000.00 

West South Central. 16,140,000.00 
TRENIREINE? 5 Sc foie. 6is vevererds 730,000.00 
IO) Riis valais bas 370,000.00 
WP = (oo rai d.0.6 ais wae 290,000.00 
OLSEN icivns siesenne 3,850,000.00 
New Mexico ......... 370,000.00 
REY Wien tisais,s\e 0 hor 780,000.00 
NOUANI oxides sd eee 1,200,000.00 
INGUROB irresissasics eco 460,000.00 

Mountain ......... 8,050,000.00 
Washington <.....0.. 820,000.00 
Ms Nie os ew fee 640,000.00 
CAHTONTIG. © oie.s ose.c cise 21,300,000.00 

bo) a ane 22,760,000.00 

POUMEC chetatersc is. esas $632 370.000.00 


—Trends and Indications. 





Bank Clearings Show Decline 
in Week Ended Nov. 20 


Bank clearings in the United States 
for the week ended Nov. 20 as re- 
ported to Bradstreet’s Journal, ag- 
gregated $8,882,742,000, as against 
$8,972,575,000 last week and $15,519,- 
732,000 in this week last year. There 
is here shown a decrease of 1 per cent 
from last week and of 42.7 per cent 
from the like week of 1929. Canadian 
clearings aggregated $302,964,000, 
against $253,515,000 last week and 


4,370,000.00 $454,861,000 in this week last year. 








, = best 


customers — carpen- 


ters, machinists, and 
mechanies — prefer 
Maydoles beeause 
they know from ex- 
perience and com- 
parison that they are 
the best hammers 


that money ean buy. 


More than 87 years of honest American 

quality have built up a demand for May- 

dole Hammers that is of real value to 

you. Don’t let your stock get low, your 

jobber can supply you with the styles 
and weights you need. 


Write for free supply of Pocket 
Handbooks 23C 


Maydole 


Hammers 


The David Maydole Hammer Co. Norwich. NY 
3623 
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slide smoothly over the skin. 


adapted for professional use. 


50 years. 


for every hair cutting requirement. 





evertain 


Grape-Fruit Knife 





No. W8067—RMilled Double Edge Grape-Fruit Knife. 
34” Stainless Steel Blades, sharp milled edges, Shaped 
Cocobolo Handles, Brass Rivets and Burrs. Packed 2 
dozen in attractive, easel-back display box. 

Order Thru Your Jobber 


THE ONTARIO KNIFE CO. 


FRANKLINVILLE, N. Y. 










which cuts the hair nearly as close as shaving. The teeth are 
very fine and the points are carefully rounded so that they 
This new No. 0000 is especially 


Your customers get in the new No. 0000 “Narrow Plate” 
the same reliable service that is found in all Brown & Sharpe 
Hair Clippers—a service that has been unequalled for over 
Made in two styles and eight different sizes—a size 
Catalog on request. 


Brown & Sharpe Mfg. Co., Providence, R. I. 


Brown & Sharpe 


The Professional’s Clipper 


Ie Clips Close— 


The New Narrow Plate No. 0000 


This new No. 0000 is an extremely close cutting clipper 
































CHRADE ()AFETY 
Push Button Knife 


No Breaking of 
nger na 415 


<< Safety 
Kola 


Push the button and the blade opens auto- 
matically. Safety slide locks the button with the blade 
open or closed. DOUBLE-LOCKED—the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife—therefore safe, 
both conveniently done with one hand. 


TRADE FVERLASTINGLY SHARP MARIO 


Manufactured exclusively by 


SCHRADE CUTLERY CO. Walden, N. Y. 


Also manufacturers of a complete line 
of Schrade regular type pocket knives. 


Send for Catalog E. Factories: Walden, N. Y.—Middletown, N. Y. 
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VAN DERVOORT'S Go After 
Christmas Cutlery Business 


DDITIONAL cutlery merchandising effort will 
pay hardware dealers big dividends dur- 
ing the next thirty days. This year, prob- 
ably to a greater extent than ever before, 

Christmas shoppers will be earnestly seeking gifts 
that are essentially of a useful and practical nature. 
Due to the fact that every person daily uses some arti- 
cle or articles embraced in the cutlery line, gifts of 
cutlery are particularly appropriate presents for 
either men or women. A new set of stainless steel 
knives and forks, with simulated pearl handles would 
delight any housewife, while a new razor or pocket 
knife would bring joy to the heart of any man. The 
variety represented in cutlery enables a suitable gift 
to be chosen for persons of any age or sex. Through 
adequate stocks; feature displays within the store; 
attractive window displays and extensively advertis- 
ing cutlery in every medium used by the store, hard- 
ware merchants can make the most of the holiday 










This is the prominently 
located cutlery department 
of the Van Dervoort Hard- 
ware Co., Lansing, Mich. 


demand for cutlery, just as did the Van Dervoort 
Hardware Co., Lansing, Mich., a year ago. 

Realizing that a complete stock, prominently dis- 
played were prime requisites in attracting the inter- 
est of cutlery prospects, Van Dervoort’s display was 
extensive and occupied a very conspicuous location 
in the front and center of the main sales floor. Like 
many hardware stores, who have found it profitable to 
make special plans for getting the Christmas bus- 
iness, Van Dervoort’s find it necessary to make tem- 
porary display arrangements for showing cutlery and 
some of the other most active holiday lines. This 
does not mean that this store only makes a drive for 
the cutlery business during the holidays, as it is the 
policy to give cutlery prominence and selling effort 
the year around. However, in the holiday season the 
effort is accelerated in the knowledge that a healthy 
demand awaits cultivation and that a somewhat 
larger stock is necessary to satisfy it. 

In arranging the holiday cutlery display, long rows 
of sloping shelves temporarily erected for the pur- 
pose provided the means for showing a large variety 
of carving sets, knife and fork sets, kitchen cutlery 
sets, etc. This fixture can be quickly made of rough 


je #2 
| pPREL 
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New Type Cutlery Case Increased 


“This new type cutlery case increased our pocket knife sales 
about three hundred per cent,” said Veach C. Redd, Cynthiana, 
Ky., pointing to one of the approved modern type, flat top 
cutlery cases, prominently located directly in front of the store’s 
main entrance. In céntinuing on the subject of pocket knives, 
Mr. Redd said: “I think I am safe in saying that we now sell 
more pocket knives than all of the other stores in town put 
together. This, we think, is largely due to the fact that we are 
the only store in town having a modern cutlery case, which 
certainly does induce people to part with their money. 

“In popular priced pocket knives, to retail at 50c each, we 











Redd’s Pocket Knife Sales 300% 


buy a gross at a time. These cost us $48 per gross and we choose 
about a dozen different patterns in making up the gross order. 
While the margin of profit is not large, the rapid turn-over 
makes the business profitable. At the same time, it enables our 
store to maintain a local reputation as cutlery headquarters. If 
we did not feature popular priced pocket knives, some drug 
store would. While we also carry pocket knives of higher quality 
and sell them if it is possible, we believe in also being able to 
supply the demand for inexpensive pocket knives. It’s surpris- 
ing the number of men who will stop and buy a pocket knife, 
when they are shown to best advantage in an up-to-date case. 





Van Dervoort’s Go After Christmas Cutlery Business 


(Continued from preceding page) 


lumber by any salesman who is handy with a saw and 
hammer and when covered and trimmed with crepe 
paper makes a very attractive, sales producing dis- 
play. It can be so constructed that the reverse side 
is the same as the front, which is shown in the ac- 
companying photograph. On this display a narrow 
sign, running along the full length of the temporary 
fixture reads: “The Finest in Cutlery.” The two 
shelves are at just the correct height to facilitate easy 
inspection. Other cutlery items, especially suited for 
gift purposes are shown in the cases regularly de- 
voted to displaying the line, although these are re- 
decorated and rearranged with the holiday trade in 
mind. All such cases are brightly illuminated by spe- 
cial lighting permanently installed in them. 

If cutlery “specials” are being offered during the 


holidays these can best be featured on small tables 
placed adjacent to the balance of the cutlery display. 
Perhaps the “special” will be a kitchen set including 
a paring knife, kitchen fork, patula, meat knife, slic- 
ing knife and bread knife. If such a set is offered 
in colorful holiday boxes at a popular price which is 
set forth on a show card placed in the center of the 
display, it will attract far more attention than if 
shown in conjunction with other cutlery items. Once 
the prospects’ interest in cutlery is aroused it is often 
possible to sell a like article of higher quality and 
price than that which attracted their attention in the 
first place. Most home kitchens have an incomplete 
set of kitchen cutlery and a good kitchen set is a most 
welcome and appreciated gift. Children’s sets consist- 
(Continued on page 74) 
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New Way 


to Sharpen 
Razor Blades/ 








Unique Device 
That Takes the Place 
of Stroppers! 


Here’s just what every man who uses a safety razor has long 
been waiting for—a simple device that will actually sharpen 
a razor blade instead of merely stropping it! 


The Keenex Edge-Grinding Sharpener is different from any- 
thing ever before on the market! A wonderful device that 
grinds a new edge on the dullest razor blade in 20 seconds and 
makes the blade so sharp that it will give clean, easy shaves 
for a whole week without re-sharpening. 


Do not confuse the Keenex with stroppers or stropping 
machines! Instead of. merely smoothing down the rough 
edges of the blade, as a soft leather stropper does, the Keenex 
grinds a new bevel on the blade by means of a powerful edge- 
cutting abrasive, making it even sharper than when it was 
new. 


Advertised in Leading National Magazines! 


The Saturday Evening Post American Magazine American Legion Magazine 
Literary Digest National Geographic Country Gentleman 

Colliers Elks Magazine Country Home 
These magazines are telling the wonderful Keenex story to over 
14,500,000 men, month after month. Thousands of men in all parts of 
the country are writing us for detailed information about this amaz- 
ing new razor-blade sharpener that has taken the nation by storm. 
Your customers are reading about the Keenex in their favorite maga- 
zines and will be looking for it in your store! 


Write Today for Sample and Prices! 


The Keenex opens up an entirely new field for profits! Every man 
who shaves with a safety razor wants one the minute he sees it! 
It’s a fast-selling item with a substantial profit. Send today for a 
sample sharpener, literature and prices, so that you may get in a 
stock in time for Christmas selling! 


THE KEENEX RAZOR SHARPENER CO. 
3262 Monroe St. Toledo, Ohio 


KEENEX 


Edge-Grinding 
RAZOR SHARPENER 








Get Your 
Supply 
Now for 


Christmas! 


---- Ne 





The Keenex Razor Sharpener Co. 
3262 Monroe St., Toledo, Ohio 
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J. A. HENCKELS 


TWIN WORKS-—SOLINGEN 
GERMANY 





' Van Dervoort’s Go After Christmas 


Cutlery Business 


e@e38e ; ~ } ; (Continued from page 72) 
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ing of a children’s size knife and fork, packed in fancy 
lined boxes are very practical gifts for the kiddies 
and make a good “special” to feature in the manner 





described. 
Manicure sets, rocket knives, razors, gift boxes of 
BRAND razor blades, razor strops and hones, and scissors of 


various types are all gifts that would be appreciated 
by anyone. Special boxes in Yuletide colors. will 


# A . enhance many of the cutlery items in regular stock 
Scissor sets, sewing sets, manicure sets and | and make them appear more appropriate than if 


other case goods of high quality shown in ordinary plain boxes or unboxed. The boxes 
can be obtained in neat, but not gaudy colors to fit 


pocket knives, razors, scissors in a wide range of sizes 
and a small amount of money spent for them will 
mean increased sales. Instead of wrapping similar 
small articles, which are to be used as gifts, in the 
heavy brown wrapping paper used by most hardware 
stores, it is recommended that white or red tissue 


Reg. U. 8. Pat. Off. 


Among your good customers there is a real oppor- 
tunity between now and Christmas of selling J. A. 
Henckels case goods as gifts of distinction. 

A good display of these items will serve as a definite 
suggestion of their use as gifts. 


And, as so often happens, a gift of J. A. Henckels paper be used and red or green colored ribbon. Some 
cutlery means another new J. A. Henckels cus- stores have special Christmas seals made for this 
tomer. So there is a double value in displaying gift purpose that impart the finishing touch to gift pack- 
merchandise. ages. When special wrapring services are available 

for packaging cutlery and other articles so that there 
J. A. HENCKELS, INcC., NEW YORK is no need for the customer to rewrap it before it can 


be presented to the recipient, this should be men- 
i} @eeeeoeeee 888 0 @ @ @ @- tioned to the customer. Frequently this knowledge 
will be all that is necessary to induce the prospect to 


make the purchase. Suitable cards for bearing the 
name of the donor should also be provided. 
| One dealer who has arranged to wrap gifts just as 


neatly and attractively as any jewelry store declares 
Tools and Cutlery that this feature has made a hit with women patrons 
J especially. Many remark, he said, that it is the first 
time they have ever had anything they purchased in 
a hardware store wrapped in such an attractive man- 
ner. In arranging the window and interior displays 
Quality products : that return good of cutlery, it would, therefore, seem to be an excellent 
profits through liberal margins and | idea to display a few of the cutlery items already 
quick sales. : 
wrapped for gift purposes, to serve as examples of 
DAMASCUS STEEL PRODUCTS CORP. how the store could garb such gifts in appropriate 
ROCKFORD, ILLINOIS, U. S. A. holiday attire. 

Van Dervoort’s believe in signs, as is obvious in the 
photograph which shows a corner of their holiday 
| cutlery display. An overhanging sign, hung on 
| wires from the celing, proclaims “CUTLERY” in huge 
| letters, so that no store visitor can fail to be im- 
| pressed with the point that the store has a complete 
| line of cutlery and believes in stressing the fact. 
| 








Write for our new catalog No. 7 which 
illustrates and describes the complete 
line of Dasco Tools and Cutlery 

















A 
MADE SHARP AND STAY SHARP 


Manual Training 


R. MURPHY’S STAY SHARP Knives have met the most exacting re- 
quirements so satisfactorily for nearly 80 years that they are standard equip- 
ment in sehools the world over. Are you in a position to supply your 
neighborhood schools? Remember too—the boys in your vicinity—always 
“‘making things’’—offer a big market for R. MURPHY STAY SHARP 
SLOYD Knives. Once tried—they prefer them! For Professor or Layman 
they are the FINEST Sloyd Knives made. 


Write for Catalog and Prices 
ROBERT MURPHY’S SONS CO., Ayer, Mass. 








UTLERY should be well in the forefront 

of your holiday displays. The next few 
weeks will be your opportunity to add to your 
profits in this line. Make the most of them. 








loyd Knife 
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Segal Safety Razor 
and Stroppers 


The Segal Safety Razor Corp., 
135 W. 26th St., New York 
City, offers through its dis- 
tributors, Smith & Smith, Inc., 
25 W. 36th St., the Segal 
razor and stropper combina- 
tion. With this combination 
the fingers do not touch any 
part of the blade during the 
entire sharpening process, as 
the stropper is built to enable 
placing the entire razor with 
blade in the stropper. Combination is com- 
plete in an attractive case. By pressing a 
small knob on the front of the case, a small 
draw is pulled out, in which the razor handle 
is turned and removed. Lids are then put 
down and top of razor and blade are left 
in the stropper. When operation is com- 
pleted the lids are opened and the razor 
blade and top may be removed. It is known 
as the model S. Suggested retail selling 
price is $3.95. Dealer cost is $2.65. Model 
G stropper is for sharpening double edge 
wafer type blades. Blade is placed over studs, resting on bottom rollers 
and both lids are closed. Model 6 stropper may be used to sharpen 
single or double edge safety razor blades. Model G and model 6 are 
offered to se!l for the suggested retail selling prices of $1.95 and $1.00, 
respectively. On model G dealer cost is $14.04 per dozen. Dealer cost 
of model 6 is $8.00 per dozen 





Keenex Razor 
Sharpener 


The Keenex Edge Grind- 
ing Razor Sharpener is 
made by the Keenex y 
Razor Sharpener Co., 3242 Monroe St., Toledo, Ohio. Instead of 
smoothing down the rough edges of the blade, it grinds a new bevel on 
the blade, states the maker. It does this by means of a powerful edge 
cutting abrasive, which is incorporated in the leather. There are two 
units in the sharpener, a leather strop which is impregnated with an 
abrasive, and a blade holder which strokes the blade against the strop 
at a certain angle, which results in the curled metal edges being ground 
off and a new bevel being put on the blade. Complete with leatherette 
traveling case, the cost of the sharpener to the dealer is $3.25 each in 
dozen lots. Suggested retail selling price is $5.00. An attractive display 
card in colors is packed with dozen lot cartons. 





Samsonchina 
Razor Cabinet 


Samsonchina No. 175 
china razor cabinet 
measures 398 x 23% 
x 2% inches. S. D 
Baker Corp., 234 W. 
14th St., New York 
City, makes _ this 
product for holding 
the safety razor in 
readiness for use. 
There is a compart- 
ment for a package 
of razor blades and 
a place for dropping 
used blades. The cabinet is offered in white or black for the suggested 
retail prices of $1.00 and $1.50 each, respectively. Other colors offered 
at the following prices respectively, are: orchid, lemon-yellow, light 
blue, and jade green, $2.00 and black with sterling silver overlay, $5.75 
each. West of the Mississippi the suggested retail selling price is 25c 
higher for each type. Dealer discount is 40 per cent. 


No. 175 
“SAMSONCHINA" 

















Here’s a great 
Little Salesman 
for you— 


—On your Counter... 
all day long this “‘go- 
getter” proclaims the 
virtues of clean nails 
. attractive hands— 
and he carries his own 
stock with him. 


And back of this hand- 
some GEM “Sales 


Maker” ... A nation 
wide advertising cam- 
paign . . . carrying the 


story of GEM NAIL 
CLIPPERS into thou- 
sands upon thousands 
of homes, many of them 
right at your door. 


! f A Gem Counter Sales 
| , a . q Display brings the ex- 
bit | | hit 7 i ; tra sales that “cut” 

Fi HI i) If | overhead . .°. And 

| YM tl Wy i Gems stay clean and 

an! * i Wi r y a smart because wrapped 
yy Set fel 
\S ty ‘ & 
ON 


b 


in Du Pont Cellophane, 
~ Order from your job- 
ber today. 








Gem 
50 cents Gem, Jr. 


35 cents 


THE H. C. COOK CO., Ansonia, Conn. 














ACME-OVAL 


The Fastest Selling 
Scissor Brand 











Helps Dealers make more 
sales and greater profits 


i 
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Our large production enables 
us to offer low-priced and 
medium-priced, strong and 
durable Scissors and Shears 
that cut easily, meet compe- 
tition, and give good satis- 
faction. 


Cast, open-hearth and forged 
steel grades. 


Complete range of patterns 
and sizes to retail profitably 
at 10 cents to 50 cents. 


Send for Illustrated Price 
Sheets. 


THE ACME SHEAR CO. 


Knowlton and Joseph Streets 
Bridgeport Conn. 
We Sell to the Wholesale Trade Only 
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FORSTNER 


Labor Saving 


AUGER BIT 







For Every 
Carpenter’s Tool Box 


Every carpenter and woodworker has need 
for this unique bit. It sells as soon as 
shown. There is no other tool like it. 
Note sample of work. 


It combines all these tools in one: chisel, 
gouge, scroll-saw, lathe. It differs from all 
other bits, being guided entirely by its 
circular rim, instead of by its center. That 
is why it 


Will Bore Any Arc of a Circle 


and can be easily guided in any direction, 
regardless of the grain of the wood, or the 
knots in the wood. 


And it always leaves a true, polished sur- 
face. Think what that means to your car- 
penter customers. 


Used with much satisfaction and success 
for such work as core boxes, fine and deli- 
cate patterns, veneers, screen work, scal- 
loping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 


Sold singly or in convenient sets. Good 
profit to Dealers. 


Send for Catalog and Discounts 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 





Some Viewpoints of a Modern 
Retail Hardware Salesman 





Editor’s Note: The writer of this article gave it 
the title “Some Viewpoints of a Modern Hardware 
Clerk.” We changed the word clerk to salesman be- 
cause a man who sells goods behind a retail counter, 
and holds the views expressed in this article, is not a 
clerk. “He has graduated into the salesman class. 




















ANY rich “bosses’—the millionaires on the 

hills—have more money than I, a working 

salesman behind a retail hardware counter, 
but just what can they buy with it? 

Three meals a day, first of all: Doubtless those meals 
will cost more to serve than my three, but they cannot 
enjoy them any more than I do. A roof to cover their 
heads: It is a wider and steeper roof than mine and 
more rain will run off it, but the rain that runs off 
mine is just as wet, and underneath it I am just as 
dry. They own more of the earth’s surface than I do, 
but try as they may, they cannot absorb any more of 
its sunshine; they cannot breathe any more of its air; 
they cannot bribe the ocean to give them a more in- 
vigorating bath, or the stars to shine more brightly 
on their estate. 

Some of you may say: What has all this to do with 
retail selling, especially in a hardware store? My 
friends, it has everything in the world to do with it. 
The words in the preceding paragraph are those of a 
happy, optimistic retail salesman, and that kind of a 
salesman is extremely important in the hardware busi- 
ness—in fact, in any business. 

People are more willing to: buy, and can be more 
easily induced to purchase if the retail salesman is 
cheerful, enthusiastic, and apparently glad to be of 
service. Often such an attitude will do more to soften 
the disposition of a cranky, disagreeable customer, than 
anything else ever would. Many years of retail sell- 
ing experience have taught me that this factor in sell- 
ing ought never to be disregarded. 

I realize that in order to interest my customers, I 
must first be interested in the merchandise I wish to 
sell; that I must have confidence in the worth of each 
article, in order to convince the customer of its value. 
An occasional compliment or a friendly interest in the 
customer’s business—if he is enthusiastic in telling you 
about it—does wonders in winning his trade. 

Be optimistic. It costs nothing and inspires con- 
fidence. Be cheerful, it breeds good will. Be friendly, 
it wins friendship and business. Meanwhile all this 


| will bring happiness to you—something that money 


cannot buy. 
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King Hardware Co., Atlanta, Ga., 
Pamphlet Outlines Firm’s History 


King Hardware Co., Atlanta, Ga., wholesale and 
retail distributors, has issued a pamphlet entitled 
“Hardware History, 1877-1930,” in which is sketched 
the remarkable growth of the organization. The book- 
let points out that the organization has grown from one 
small store to the present chain of thirteen retail stores. 
There are ten traveling salesmen handling the whole- 
sale lines for the firm. From an investment of $9,500 
it has grown so that it has paid out over $1,400,000 in 
dividends. 

Chapter 1 points out how George E. King was orig- 
inally traveling for a Baltimore metal factory, calling 
on hardware and house furnishing stores throughout 
a large southeastern territory, which he gave up to 
cover only the eighteen largest towns in Georgia, Ala- 
bama, Mississippi and Florida. Mr. King set out to 
accumulate sufficient capital to start a hardware busi- 
ness of his own, and after several years of hard struggle 
to save money he had $4,500. A brother-in-law, who 
was a lawyer, furnished $4,000 and a young hardware 
dealer in Forsyth, Ga., put in $1,000, making a total of 
$9,500. In 1882 George E. King & Co. opened a modest 
store with one helper, a boy. At the end of the first 
year the store had lost an amount equivalent to 20 
per cent of the investment. One partner took 80 per 
cent of his investment in merchandise and another took 
notes payable over a period of four years as his payment. 

At the end of the second year earnings were $2,000, 
while $3,000 was earned the end of the third year. Soon 
$14,000 had been accumulated and a charter was re- 
quested. In 1887 the firm became King Hardware Co., 
with Mr. King as president, George P. Lowry as vice- 
president and J. B. Hardin as secretary and treasurer. 
The capital was $20,000 and the new corporation showed 
a net profit of $6,200 the end of the first year. In 1900 
the store was moved from its first site to 53 Peachtree 
Street. The same year the business of Clark Hardware 
Co., one of the oldest hardware houses, was bought. 
Later on the company bought out the following whole- 
sale houses: Hunnicutt & Bellingrath, Anderson Hard- 
ware Co., Crumley-Sharp Hardware Co., and twelve or 
fifteen smaller firms. 

Officers of the company are: President, Mr. King; 
vice-president and general manager, Dean S. Paden: 
secretary, L. C. Smith; and treasurer, E. E. Chase. Of 
eleven former officers seven are still living. 

Copies of the booklet may be obtained from the King 
Hardware Co. 


The sales manager of a food product company was 
heard hotly arguing with the advertising manager of 
a silverware concern that grocers were more stupid 
than jewelers. ‘Why,’ said he, “there was once a state 
that decided to discontinue its home for the feeble- 
minded. So they assembled the inmates, gave ’em each 
a new suit and $100 cash, and turned ’em loose. Be- 
lieve it or not, before nightfall every last one of those 
inmates was in the retail grocery business.” 









“Galvannealed” RED BRAND 

FENCE. taken down after 4 1/3- down after 4 1/3-year Weather 

year Weather Test. Almost as Test. One half gone; a _ total 
good as new. wreck. 





With Evidence like this / 
YOU can sell more Fence: 








Left, ‘“Galvannealed” fence 
after Weather Test. Almost 
as good as new. Below, all 
that was left of ordinary gal- 
vanized wire, in the same test. 











‘Sketieiesiiedind ee 


Ordinary galvanized fence taken 


AS your trade been telling you that “Fence, 

nowadays, doesn’t last like old time wire”? 
RED BRAND FENCE is the answer to that 
complaint. 

Here is the strongest evidence for long time fence 
life ever offered by any fence manufacturer. The 
startling facts reveal that RED BRAND FENCE, 
with its extra heavy, rust-resisting zinc coating 
“Galvannealed” down into the wire and with its 
20 to 30 point copper content steel, outlasted every 
make of ordinary galvanized wire fence in the now 
famous Gulf of Mexico 41%4-year Weather Test. 

This Weather Test proves, too, that today’s RED 
BRAND is better fence than even old time. wire 
made from ore that contained natural copper. 

There is going to be a lot of fence business this 
Spring. And the big demand is going to be for 
RED BRAND—proved by the fact that never 
before have farm folks shown such intense interest 
in any fence advertising campaign equal to this. 

New dealers are realizing daily that it is a lot 
easier to make sales with RED BRAND FENCE 
than to try to make sales without it. 

If there isn’t an active RED BRAND dealer in 
your town—the selling franchise is open to you. 
Write for it. Ask to see all the startling details 
on the Gulf of Mexico Weather Test. 


KEYSTONE STEEL & WIRE CO. 
Peoria, Illinois 


“Galvannealed” process patented and controlled only by Keystone 
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USSELL JEN- 

NINGS Auger 
Bits have been 
boring their way 
to universal pop- 
ularity with fine 
craftsmen and 
skilled amateurs 
for 75 years. 


Clean- threaded 
screw points, 
sharp spurs, keen 
lips and perfect 
body taper, ac- 
count for the easy- 
boring qualities 


19 


: 


ms 





55 


of these famous 
bits. And micro- 
metric sizing, fol- 
lowed by factory 
tests in*-hickory, 
assure accuracy 
and dependable 
performance. 


The _ reputation 
for leadership, 
established  b y 
Russell Jennings, 


has 


tained 


been main- 
and 
strengthened 
through the years. 


50 


“The Bit of Least Resistance’—is an easy- 
boring, long wearing bit of fractional ac- 
curacy, that good hardware merchants have 
been selling since 1855. 


Distributed Thru Wholesalers 
The Russell Jennings Mfg. Co. 


Chester, Conn. 
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AUGER BITS 











Independents Cannot Meet 
Utilities Competition 


(Continued from page 36) 


sales in gas ranges as against electrical appliances. 
This progressive hardware company made an extensive 
survey of gas range prospects, covering a radius of ten 
miles from Warren. The sales were made largely out- 
side the city. The drop in city sales were about the 
same as that shown for electrical appliances. 


True the electric utility did attempt to cooperate 
with the local merchants on one special drive designed 
to sell a large quantity of electric refrigeration units 
in a specified time. The offer of the company to the 
public included terms of $10 down with thirty months 
to pay the balance; 6 per cent interest to be charged 
for 24 months only. The offer to the local merchants 
was that the company would finance the same kind of 
deal by them for the same period. The dealers con- 
tend that the contract would have bound them to guar- 
antee the payment, and would have resulted in the 
customers getting two and one-half years of free ser- 
vice on each unit sold, instead of the customary one 
year service. The offer of the company was therefore 
not accepted by the local dealers, 

What aggravates the situation is the fact that the 
policies of the company are set at either the head offices 
or the district offices. Little can be accomplished by 
conferring with the local officials who merely follow 
out the program sent to them. The terms are not 
established in Warren. Even the advertisements are 
sent in from headquarters. What is there for the 
merchants of Warren to do? What is there for mer- 
chants in many similar towns, operating under similar 
handicaps to do? 


There is talk of organizing the merchants in all the 
towns served by the Associated Gas & Electric System 
as one step toward the solution of the problem. It is 
also planned to enlist the aid of Governor-Elect Pinchot 
of Pennsylvania who has been combatting the utilities 
on other issues. Truth, however, compels us to admit 
that so far there has been no close cooperation on the 
part of the dealers of Warren as a class. There has 
been individual effort, as shown by the Pickett Hard- 
ware Company, but so far there has been nothing 
which even approximates general cooperation. That 
will have to come before there will be any real better- 
ment of the condition. 

The fact remains that the merchants of Warren 
demonstrated their ability to successfully promote 
sales of electrical and gas appliances, including major 
appliances. Their efficiency, however, did not prevent 
the utilities from entering the merchandising field of 
Warren. It did not even prevent them from operating 
their merchandise departments on the general utilties 
basis; a basis which does not allow the local merchants 


to compete at a profit. 
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LADDERS FOR EVERY 
PURPOSE 
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Ringco Bath Room Fixtures are Rust: Proof 


Their base is Eternal Brass which never rusts or 











No. 03246 
White Finish 
Tumbler Holder 


Furniture 
Trimmings, 
Upholsterer’s 
Nails, Eyelets, 
Grommets and 
Washers 


ru st. 


Waterbury 


No. 03767 Boston—170 Summer St. 
Tumbler and 
Soap Holder 


There’s a cleanliness about cco White Bath 
Room Fixtures that appeals to women. And 
there’s another appeal that’s built right into these 
fixtures— 


wears out. Consider what this means to house- 
We_also make wives. Should the White Enamel become broken 
by accident, your customer’s towels, or her best 


guest towels will never be stained or ruined by 


Choice of white, nickel, or chromium finish. Send 


for catalog and price list. 


AMERICAN RING COMPANY 


Branch Offices: 


San Francisco—116 New Montgomery St. 
Chicago—29 E. Madison St. 


Connecticut 





New York—2 Hudson St. 
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PRODUCTION 





the idea behind 
every MORSE tool 


ig pauline ten every step of 
its manufacture a MORSE 
Tool is made with one idea 


kept constantly in mind — 
PRODUCTION. 


From the hardware dealer's 
point of view, this is a reli- 
able guarantee of steady sales. 
For experience has defi- 
nitely shown that the sales 
possibilities of tools of this 
type are measured by their 
PRODUCTION possibilities. 
MORSE TOOLS are made 
to give the utmost in PRO- 
DUCTION — and they do. 


The Morse Line Includes 
High Speed and Carbon 


DRILLS CHUCKS 
REAMERS COUNTERBORES 
CUTTERS MANDRELS 
TAPS AND DIES TAPER PINS 
SCREW PLATES SOCKETS 
ARBORS SLEEVES 


MORSE 


TWIST DRILL & MACHINE COMPANY 


NEW BEDFORD, MASS..U.S.A. 





Hot of the 


Little yarns that others have laughed over 
cull As a contem- 
porary puts it: “Some of them have been , 

copied, the rest will be.” 


ed from various sources. 






Nail Wed), Fi 








Luke: “My great-uncle 
was on the Hot Springs stage 
when Jesse James robbed it.” 

Hiram: “That so?” 

Luke: “Yeh, and if it 
hadn’t been for one thing, 


Uncle would have _ killed 
Jesse.” 
Hiram: “What was that?” 


Luke: “Uncle was so ner- 
vous he couldn’t hold his 
gun.” 


Mrs. Callahan: ‘“Moike! 
Moike! Wake up; it is time 
for you to take your insomnia 
medicine!” 


Magistrate—“But if you 
were doing nothing wrong, 
why did you run when the 
officer approached you?” 

Prisoner—“I thought that 
he wanted to sell me a ticket 
for the policemen’s annual 
concert.” 


SCOTCH STORY NO. 7837 


Two Scotchmen took dinner 
together in a restaurant. Af- 
ter dinner, the waiter brought 
the check. The two sat and 
talked for a couple of hours, 
after which conversation 
failed, and they’ merely 
smoked in silence. At one 
a.m. one of them got up and 
telephoned to his wife. 

“Dinna wait up any longer 
for me, lass,” he said; “it 
looks like a deadlock.” 


Clara (a dentist’s daugh- 
ter) —“Well, dear, have you 
asked dad for my hand yet?” 

Henry (very bashful) —“No. 
Every time I step in his office 
I lose courage. Today I al- 
lowed him to pull another 
tooth.” 





Attorney (to woman wit- 
ness after cross - examina- 
tion): “I hope I haven't 
troubled you with all these 
questions ?” 


Witness: “Not at all: I 


have a small boy of 6 at 


Two miners who had been 
brought up in the same vil- 
lage, but had long since 
drifted apart, met the other 
day. “Hello, Tom! Let’s ’av’ 
a drink,” said one, 

“No, Jack,” replied the 
other, who had recently come 
under the influence of a re- 
vival mission, “I ’av’ been 
born again.” 

“What?” exclaimed Jack, 
looking down at the other 
fellow’s legs. “Born again, 
an’ still bow-legged ?” 


Wife: There’s a mistake of 
fifty cents in the butcher’s 
bill today. 

Husband: I'll go around 
and see about it at once. 





Wife: The mistake is in 
our favor. 

Husband: Oh, we’d better 
not pay any attention to it. 
We might get somebody in 
trouble. 


A group of men at the club 
were discussing the color of 
their wives’ hair, and Jones 
was the only man_ who 
couldn’t remember. He de- 
cided to rush right home and 
find out. Dashing into the liv- 
ing room he found his wife 
sitting on the davenport; he 
looked at her hair, and cried: 
“Brown!” 

And from behind the dav- 
enport came a_= surprised 
voice: 

“Now, how did you know I 
was here?” 


Two Irishmen, who had not 
seen each other for a long 
time, met at a fair. 

O’Brien: “Sure, it’s mar- 
ried I am, and I have got a 
fine, healthy boy, which the 
neighbors say is the very pic- 
ture of me.” 

Malone: “Och, well, what’s 
the harm so long as the child 





home.” 





is healthy?” 
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The rolling-pin throwing 
contest was won by Mrs. 
W. H. Upsall, who threw the 
rolling-pin 67 feet. Mr. Up- 
sall won the 100-yard dash 
for married men. 





“Is he a good rabbit dog?” 
inquired the hunter, after in- 
specting the animal. 

“Tl say he is,” the dealer 
replied with pride. “You 
should have seen the way he 
went after my wife’s new 
sealskin coat.” 





“Dottie, did you bring in 
the eggs from the henhouse 
tonight ?” 

“There were none, mother 
dear. I don’t think the hens 
were egg-minded today.” 





Four-year-old Jerry was 
pounding on the bathroom 
door, demanding entrance. 

“But you can’t come in 
while mother is in the bath, 
dear,” protested mother. 

“Oh, do let me in!” he said 
impatiently. “I won’t laugh, 
really I won’t.” 





Runaway horses are headed 
off by policemen, but there’s 
no known way to stop a 
woman who starts out ahead 
of the usher down a dark the- 
ater aisle. 

An Englishman entered a 
Scotch butcher shop and or- 
dered: “A sheep’s head.” 

The butcher called down to 
his assistant in the cellar: 
“Aleck, bring up a _ sheep’s 
head.” 

Then the Englishman 
chimed in: “I want an Eng- 
lish sheep’s head.” 

So the Scotch butcher 
shouted down the _ cellar 
again: “Aleck,” he in- 
structed, “take the brains out 
of it.” 





Arriving in an oil town, a 
stranger was attempting to 
start up a friendly conversa- 
tion with a native. 

“Tell me,” he said, “what 
is the status of the liquor 
supply around here?” 

“Status,” mumbled the na- 
tive. “I dunno what you 
mean.” 

“T mean is it easy to obtain 
liquor and is there much of it 
around here?” 

“Well, mister,” said the na- 
tive, “all I can tell you is 
that a little while back they 
turned off the water supply 
for a week and nobody knew 
it till the town hall caught 
afire.” 





Mother —Come, Freddie, 
and kiss your Aunt Martha. 

Freddie—Why, Ma, I ain’t 
done nuthin’. 





Desperado: “Halt! If you 
move, you’re dead.” 

Student: “My man, you 
should be more careful of 
your English. If I should 
move, it would be a positive 
sign that I was alive.” 





Little Johnny came _ into 
the house eating a cookie 
which he had apparently got 
at the house of a neighbor. 

“Haven’t I often told you 
not to ask Mrs. Mason for a 
cookie?” said his mother re- 
provingly. “How many times 
must I tell you that polite 
little boys don’t do such 
things ?” 

“But I didn’t ask her, 
mother,” said Johnny defen- 
sively. “I know where she 
keeps them.” 





Mrs. Blabber: “You’re look- 
ing very happy this morning. 
Have you had good news?” 

Mrs. Gabber: “Just won- 


.|derful! My husband has just 


had a nervous breakdown and 
we're going to California.” 





Teacher—‘Rastus, what an- 
imal is most noted for its 
fur?” 

Rastus —“De skunk; de 
more fur you gits away from 
him de better it is fur you.” 





Son (calling at the office) 
—Why, Dad, where are you 
going in such a hurry? 

Dad—I’m going out while 
I have a chance. I have just 
fired my secretary; and, son, 
she has a tongue just like 
your mother. 

Son—Why, 
still working. 

Dad—Yeah, that’s it. She’s 
just about ready to turn on 
the dictaphone, and I don’t 
want to be here when she 
hears the sad news. 


I see she is 





A woman entered a gro- 
cer’s shop and asked for some 
good cheese. The grocer 
showed her some which did 
not please her. She wanted 
some particularly “lively” 
cheese. He showed her the 
remainder of his stock, but 
she wasn’t satisfied. She 
wanted it still more “lively. 

At last the grocer, losing 
patience, called sarcastically 
to his assistant: 

“John, unchain number 
seven and let it walk in.” 


- 4 








No. 220 


hroughout 


the life of any structure 


GRIFFIN HINGES 


prove worthy of the im- 


portant part they play 


in 


daily service. 


RIFFIN 


(GRIF! (hmpany 





ERIE, PENNSYLVANIA 





MANUFACTURERS 


Branch Offices:- 


NEW YORK: 45 Warren ST. 
CHICAGO: 555 W. RANDOLPH ST. 


BOSTON: 76 BATTERYMARCH 
SAN FRANCISCO: 703 Marker ST. 
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Star Heel Star Heel 
Plates Are Plates Are 
Starring Heavier and 
with All Larger Than 
Jobbers Other 
That Are .STAP Brands. 
Stocking  QXODNe 
Them. PETAR Star Heel 


7 AMIS: Plates Are 


Star Heel the Pioneer 
Plates Have Em» Brand. 
Increased 
Their Write Today 


Turnover 


EN for Samples 
and Profits and Prices. 













8 Sizes 
Nos. 00 te 6 
Above illustrations ex- 
actly one-half size 


STAR HEEL PLATE CO. 


357-391 Wilson Avenue Newark, N. J. 






























This new booklet, The 
Heller System of Larger 
Profits, is yours for the 
asking. 


W.C HELLER €0. 


MONTPELIER,OHIO N.Y. Office 20 Vesey St. - 








HELLER SHOW 

YOU THE NEW 

WAY TO BIGGER 
PROFITS 


Fine attractive displays sell more mer- 
chandise—convenient displays require 
less effort and fewer floor salesmen. 


Heller Business Building Store Equip- 
ment fills both needs. It provides 
neat, attractive displays that are both 
convenient and economical. It will 
bring you new and bigger profits and 
at the same time reduce the time and 
effort necessary to handle your cus- 
tomers. 


After the next few weeks of holiday 
rush comes inventory time—the ideal 
time to make Heller installations. If 
we can show you how Heller equip- 
ment can be made to pay for itself— 
and we can—wouldn’t it be worth- 
while for you to send for the Heller 
Booklet? Just write your name and 
address in the margin—tear out this 
ad, and mail. No obligation. 12A. 
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SAFE @eee 
- SPRUCE 
LADDERS 


The RICH Line is the 
Right Line to Ladder Sales 
and Profits. 


Not only does it include a ladder 
for every purpose ... but RICH 
Ladders thoroughly meet the 
steadily growing demand for 
strong, SAFE, better ladders. 
Prompt shipments (24-hour ser- 
vice) and prepayment of freight 
are additional reasons why you 
should come to RICH for lad- 
ders. Write for catalog and prices. 


THE RICH PUMP 
& LADDER CO. 


RICH hte te ge ge ae Redsed Keng 
der—Se stoe ory rungs in bac! —. > ‘ 
metal bound braces on back. Sizes, 5 to 14 feet. Cincinnati, Ohio 








IC 


LADDERS 











OUT OF SIGHT — 
AND OUT OF MIND— 


Display . . . display . . . display 

. and still more display. 
What is out of sight is largely 
out of mind. Let your stock 
do its own measure of selling. 
There is a continual stream of 
articles in HARDWARE AGE 
to aid you in effective window 
and counter displays. 


Keep in Step With This Modern Trend 
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Coming Conventions 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Hotel Marion, Little Rock, May, 1931; exact dates 
to be decided later. L. P. Biggs, secretary, 815 Southern 
Trust Building, Little Rock. 

CALIFORNIA RETAIL HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION, San Francisco, February, 1931. 
LeRoy Smith, secretary, 112 Market St., San Francisco. 

CAROLINAS HARDWARE ASSOCIATION CONVENTION, 
June 9, 10, 11, 1931; place to be decided later. Arthur 
R. Craig, secretary, 804-806 Commercial Bank Building, 
Charlotte, N. C. 

CONNECTICUT HARDWARE ASSOCIATION CONVENTION, 
February, 1931; date and place to be decided later. 
Chas. R. Freeman, secretary, Branford. 

IDAHO RETAIL HARDWARE AND IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Boise, Jan. 27, 28, 29, 1931. 
Headquarters, Owhyee Hotel. E. E. Lucas, secretary, 
Hutton Building, Spokane, Wash. 

ILLINOIS RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Hotel Sherman, Chicago, Feb. 10, 11, 
12, 1981. Paul M. Mulliken, Managing Director, 14-16 
North Spring St., Elgin. 
Exhibits, Elgin. 

INDIANA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Manufacturers’ Building at the 
Indiana State Fair Grounds, Indianapolis, Jan. 27, 28, 
29, 30, 1931. Hotel headquarters, Claypool Hotel. G. F. 
Sheely, secretary, 911 Meyer-Kiser Bank Building, 
Indianapolis. 

IOWA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Des Moines, Feb. 10, 11, 12, 18, 1931. 
Convention sessions at the Hotel Savery; Hardware Ex- 
hibition at Des Moines Coliseum. A. R. Sale, secretary, 
Hardware Building, Mason City. 

KENTUCKY HARDWARE AND IMPLEMENT ASSOCIATION 
CONVENTION AND EXHIBIT, Brown Hotel, Louisville, 
Jan. 20, 21, 22, 28, 1931. J. M. Stone, secretary- 
treasurer, Room 308, Republic Building, Louisville. 

MICHIGAN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Grand Rapids, Feb. 3, 4, 5, 6, 
1931. Headquarters, Hotel Pantlind. Exhibition at 
Waters-Klingman Exhibition Building. A. J. Scott, 
secretary, Marine City. Karl S. Judson, Exhibit Man- 
ager, 248 Morris Ave., Grand Rapids. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Feb. 17, 18, 19, 20, 1981; Municipal Auditorium, 
Minneapolis. 
2344 Nicollet Ave., Minneapolis. 

MISSISSIPPI RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Buena Vista Hotel, Biloxi, June 15, 16, 17, 1931. 
Guy Nason, secretary, Starkville. 

MISSOURI RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, New Jefferson Hotel, St. Louis, 
Feb. 24, 25, 26, 1931. F. X. Becherer, secretary, 5106 
North Broadway, St. Louis. 

MONTANA IMPLEMENT AND HARDWARE ASSOCIATION 
CONVENTION, Great Falls, Mont., Feb. 12, 13, 14, 1931 
A. C. Talmage, secretary-treasurer, Bozeman. 

(Continued on page 84) 


Pin Jumbler 
6&xtruded Brass 





PADLOCKS 





R. Y. Wallace, Director of | 


Charles H. Casey, manager-treasurer, | 








Higher unit padlock sales make 
higher unit profits for you. 


It will often take no longer to sell 
an Eagle Pin Tumbler, Extruded 
Brass Padlock than to sell a cheap 
lock of uncertain reliability and 
correspondingly lower profit. 


The Eagle Extruded Brass Padlock 
is a dependably SECURE lock— 
sure to give satisfaction and long 
service. It is made in six sizes, with 
unlimited key changes. The shackles 
are in two styles—brass or hardened 
steel. 


The Eagle Quality Line 
Night Latches Store Door Sets 
Trunk Locks Padlocks 
Front Door-Sets Wood Screws 
Cabinet Locks Stove Bolts 


E) 
EAGLE IOCK CO, 


ENCTAL DALE. 
26 Warren Street -- New York, 
521 Commerce St. 114 Bedford St 


Bronch Offices: 
177-179 N.Franklin St. 
Philodelphia, Pa. Boston, Mase 
Works at Terryville, Conn. 














Chicogo, Ill. 


de —! 
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Every customer that our advertising 
sends into your store for 


Moore Push-Pins | 


and 


Moore Push-less Hangers 
To “Hang-up-Things” 
is a potential buyer for many other arti- 
cles which you offer. 
Order a Display Today from Your Jobber 


MOORE PUSH-PIN COMPANY 
Wayne Junction Philadelphia 











Robertson “Horseshoe Magnet’ Hammer 








_ THE HAMMER 
("or 305 HOLDS 
—_ THE TACK 














The best permanent magnet hammer on the market. 
A PRACTICAL AND SUPERIOR TACK HAMMER 
FOR USE IN MANY TRADES AND IN THE HOME. 


Awarded Silver Medal Panama-Pacific Exposition 
Name and design trade marks registered U. 8. Pat. Off. 


ARTHUR R. ROBERTSON 596 Atlantic Ave., Boston, Mass. 


Sole Manufacturer 














SF IAL EH EM PRODUCTS 


OF INTEREST TO THE HARDWARE DEALER 
BOLTS—NU TS—RIVETS 


WIRE-—Barbed, Barbless, Twisted; Processed, Bright, Galvanized; Bale Ties. 





NAILS—Cement-coated, Bright, Blued, Galvanized, Staples. 


CAMBRIA FENCE & BETHLEHEM STEEL FENCE POSTS 


BETHLEHEM STEEL COMPANY, General Offices, Bethlehem, Pa. 
District Offices: New York, Boston, Philadelphia, Baltimore, Washingion, Atlanta, 
Pittsburgh, Buffalo, Cleveland, Cincinnati, Detroit, Chicago, St. Louis 
Pacific Coast Distributor: Pacifie Coast Steel Corporation, San Francisco, Los Angeles, 
Portland, Seattle, Honolulu. 


BETHLEHEY 








Good Management 


is merely the transmission 
of the intentions and pur- 
poses of the management 
through the staff to the 
customers. 














Coming Conventions 


(Continued from page 83) 


MOUNTAIN STATES HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION, Denver, Colo., Jan., 1931; exact 
dates to be decided later. John T. Bartlett, secretary, 
2005 Mapleton Ave., Boulder, Colo. 

NATIONAL ELECTRIC LIGHT ASSOCIATION CONVENTION 
AND EXHIBITION, Atlantic City Auditorium and Con- 
vention Hall, Atlantic City, N. J., June 8, 9, 10, 11, 12, 
1981. A. Jackson Marshall, secretary, 420 Lexington 
Ave., New York City. 

NATIONAL HOUSE FURNISHING MANUFACTURERS’ ASSO- 
CIATION EXHIBITION, Stevens Hotel, Chicago, IIl., Jan. 
11-17, 1981. Warren Edwards, secretary, 308 West 
Washington St., Chicago, IIl. 

NEBRASKA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, University Coliseum, Lincoln, 
Jan. 27, 28, 29, 30, 1931. Headquarters, Lincoln Hotel. 
Geo. H. Dietz, secretary, 414-419 Little Building, 
Lincoln. 

NEW ENGLAND RETAIL HARDWARE DEALERS ASSO- 
CIATION CONVENTION AND EXHIBITION, Boston, Feb. 
25, 26 and 27, 1931. Convention at Paul Revere Hall, 
Exhibition at Mechanics Building. George A. Fiel, 
secretary, 80 Federal St., Boston, Mass. 

NEw YorRK STATE RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXPOSITION, Rochester, Feb. 17, 18, 
19, 20, 1931. Headquarters, Hotel Seneca. Sessions 
and Exposition at Edgerton Park, John B. Foley, sec- 
retary, 510 Hills Building, Syracuse. Martin Van 
Dussen, Manager of Exposition, 286 North St., Roches- 
ter. 

NORTH DAKOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Minot, Feb. 10, 11, 12, 1931. 
C. N. Barnes, secretary, Grand Forks. 

OHIO HARDWARE ASSOCIATION CONVENTION AND 
EXHIBITION, Cleveland, Feb. 17, 18, 19, 20, 1931. Head- 
quarters, Hotel Cleveland. Exhibition in Public Audi- 
torium Annex. James B. Carson, secretary, 708 Mutual 
Home Building, Dayton. 

QKLAHOMA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Masonic Temple, Oklahoma City, Jan. 27, 28, 29, 
1931. Charles F. Nelson, secretary, 207-208 Bloom- 
field Building, Oklahoma City. 

OREGON RETAIL HARDWARE & IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Portland, Feb. 10, 11, 12, 
1931. Headquarters Multnomah Hotel. E. E. Lucas, 
secretary, Hutton Building, Spokane, Wash. 

PACIFIC NORTHWEST HARDWARE & IMPLEMENT ASSO- 
CIATION CONVENTION, Spokane, Wash., Feb. 4, 5, 6, 1931. 
Headquarters Davenport Hotel. E. E. Lucas, secre- 
tary, Hutton Building, Spokane, Wash. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION, INC., CONVENTION AND EXHIBITION, Com- 
mercial Museum, Philadelphia, Feb. 10, 11, 12, 13, 1981. 
W. Glenn Pearce, secretary-treasurer, 610 Wesley 
Building, Philadelphia. 

SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Feb. 24, 25, 26, 1931, 
Ambassador Hotel Auditorium, Los Angeles. J. V. 
Guilfoyle, secretary, 420 E. 8th St., Los Angeles. 
(Concluded on page 86) 
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Sales 
Accounts 
Wanted 


Are you desirous of se- 
curing good Sales Ac- 
counts to handle on a 
commission basis? 


If so, look over the ads 
in the “Classified Oppor- 
tunities Section” in this 


paper. 


It’s the place to find 
them. 























Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 
lines handled by the Hardware Wholesalers. 


For instance, on pages 7 to 79 it indicates by key 
numbers what classes of merchandise each hardware 
wholesaler handles. There are explanatory key numbers 
covering every class of merchandise that constitutes a 
modern hardware stock. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rated |, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S. 


CONTENTS OF VERIFIED LIST 
Wholesale Hardware Houses in U. S., Canada and Foreign. 
Retail Hardware Stores in U. S., Canada and Foreign. 
Chain Hardware Stores in United States and Cunt. 
5, 10, 25c to $1.00 Syndicate Stores — hardware. 
Department Stores carrying hardware and housefurnishings. 
Manufacturers’ Agents in U. S., Canada and Foreign. 
Automobile Accessories Jobbers. 
Mill, Steam, Mine and Machinery Supplies Dealers. 
Sporting Goods Distributors. 
Mail Order Houses handling hardware and housefurnishings. 
Woodenware and Willow-ware Wholesalers. 
Paint, Oil and Varnish Distributors. 
Radio Apparatus and Parts Jobbers. 
Plumbers and Tinners Supplies Jobbers. 
Membership List of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work 
and also a helpful guide for salesmen’s calls. Every manu- 
facturer’s sales manager should have one on his desk, and 
every salesman could profitably carry a copy in his grip. 
Since the previous issue was published there have been 
more than 10,000 additions and corrections, and these all 
appear in the Eleventh Edition. 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 






















CLINTON 


PRODUCTS 


for the Hardware Trade 


Poultry Netting Perfection Door 
Hardware Cloth Springs 

Screen Wire Cloth Wire Cloth Line 
Nails and Brads 


AMERICAN WIRE FABRICS CORPORATION 


Subsidiary of Wickwire Spencer Steel Co. 


New York Chicago San Francisco 
Worcester Tulsa Buffalo 
Cleveland Los Angeles . Seattle 








The Wolves of Lenox— 
How their name spread the width 
and breadth of land. In a fear- 
some chorus of barks and sav 
agely snapping jaws they broke 
from the Highland forests of old 
Scotland and rushed with the 
speed of the wind down thru 
pastured flocks. Nothing stood 
before that super strength, speed 
and clean cutting teeth when 
the wolves of Lenox were on the 













Popularity That 
Insures Greater 
Hack Saw Profits! 


Popularity that has 
spread to every corner 
of the land—a demand 
for “the tools in the 
plaid box’’—from = shops 
and men to whom hack 
saw blades of  super- 
strong, quick cutting 
and. long lasting qualities 
are essential. 
Stock up on Wolves of 
Lenox. Watch your prof- 



















its shoot up too. Our 

special sales plan will 
help you get these blades 
started in your territory. 
Write for particulars to- 
day. 







The tools in the Plaid box 
American Saw & 
Mfg. Co. 
Springfield Mass. 


See aS 
& 
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AYERS CARe’ 
TORE LADDERS 









MODERNIZE STORE METHODS 


make it and clerks a e 
to handle with absolute safety—to insure quick service Tor. 
wholesale or retail trade—install one or more 
MYERS NOISELESS CUSHION TIRE STORE LADDERS. 
Deep tread steps, full length hand grips, rubber tires, over- 
head track system, firm construction throughout, eliminate vibra- 
tion and noise and produce a ladder of ample strenyth for 
safety, convenience and efficiency. One style onl: at of 
design—attractively finished—any height—easily installed — 
meets most requirements. Circular on request. 


mE FE.MYERS & BRO.Cco. 


ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 














To provide adequate storage facilities for shelf stock—te - 
ibl jent for ind men 








f” BRONZE 

Wf AND COPPER 

Wf WEATHER VANES 
ry vW 


' COPPER LIGHTNING RODS 








Bho Wind: Bhuwi 
wing , ow Mensfesterers of wing Window 


“Quality Hardware Since 1876” 
Window and Door Specialties 


Tue H. B. Ives Co. 
New Haven, Conn., U. S. A. 











Positively weans by 
discouraging the cow. 
Calves eat and drink 
freely. No sore nose 
or discomforts. 

ILL NOT 
COME OFF 

Spurs and arch over 
nose are stamped from 
one piece galvanized 
steel. Chain is also 
one piece and the en- 
tire assembly is ad- 

G justable. 

TRADE ONLY ONE SIZE 
<S0-BOsS> TO STOCK 
MARE Adjusts to any size 
calf, hence only one 
size to carry in stock. 
Packed six in a car- 
ton weighing 5% Ibs. 
A big seller at 50c. 


SIMONSEN IRON WORKS 


Sioux Rapids - - Iowa 


So-Boss Calf Weaner 





Joa 





See Your Jobber or Write 
Us Direct Civing Your 
Jobber’s Name 


























Coming Conventions 


(Continued from page 84) 


SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT’ 
ASSOCIATION CONVENTION AND EXHIBITION, Atlanta, Ga... 
May 12, 138, 14, 1931. Walter Harlan, secretary- 
treasurer, 701 Grand Theater Building, Atlanta, Ga. 

SouTH DAKOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION, New Auditorium, Rapid City, Feb. 8, 4, 5, 
1931. Headquarters, Alex Johnson Hotel. Charles H. 
Casey, manager and treasurer, 2344 Nicollet Ave., 
Minneapolis, Minn. 

TEXAS HARDWARE AND IMPLEMENT ASSOCIATION CON- 
VENTION, Baker Hotel, Dallas, Jan. 20, 21, 22, 1931. Dan 
Scoates, secretary, College Station. 

VIRGINIA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Richmond, Feb. 24, 25, 26, 1931. 
Thos. B. Howell, secretary, 802 Broad St., Richmond. 

WEST VIRGINIA HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Charleston, Jan. 20, 21, 22, 1931. 
Headquarters, Daniel Boone Hotel. Exhibition in the 
Armory Building. James B. Carson, secretary, 708 
Mutual Home Building, Dayton, Ohio. 

WESTERN RETAIL IMPLEMENT AND HARDWARE ASSO- 
CIATION CONVENTION, Kansas City, Mo., Jan. 20, 21, 22, 
1931. Headquarters, Hotel President. Sessions in Mis- 
souri Theater. H. J. Hodge, secretary, Abilene, Kan. 
Western Hardware Show in connection. Louis W. 
Shouse, secretary, Convention Hall. 

WISCONSIN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Milwaukee Auditorium, Milwau- 
kee, Feb. 3, 4, 5, 6, 1931. B. Christianson, secretary, 
Stevens Point. 


Tucker Folding 
Chair No. 10 


Tucker Duck & Rubber Co., Fort Smith, Ark., has put on the market this 
light weight folding chair. It is made of hardwood lumber throughout 
and is strong and rigid, even though of light weight, according to the 
maker. They are furnished in natural varnish finish or in colors, lacquered 
red or green with black seats, with or without pads. 
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Me 






Nearly 90 Years Old 


Through all these years, the Coes Knife- 
Handle Wrench has sold well, because it has 


always served well. 7 sizes: 6” to 21”. Ask 


your jobber. 


Bemis & Call Company 
SPRINGFIELD, MASS. 








24 Sy 
Sa 
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SAMSON TRAOE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Zee 


ete) 5 O10). 0D. 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
“There we 1DTsjfagaites in Sash Cord”’ 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 





We Are Headquarters 
for Washers of Every Type 


Make all kinds and sizes of Wrought 
and Steel Plate Washers. Roll the 
plate expressly for the purpose at our 
own works. Have specialized in this 
work for over 40 years. Also STAMP- 
INGS. 

Buy from Headquarters and save 
money. Send for 45 page Catalog. It 
contains practical washer information 
that every dealer should know. 


Wrought Washer Mfg. Co. 
46 South Bay St., Milwaukee, Wis. 


The World’s Largest Producer of Washers 

















; Give them PHENIX QUALITY 


In Storm Sash and 
Screen Hangers and Fasteners 


Phenix Storm Sash Hangers and 
Fasteners are simplest, handiest, eas- 


iest applied, most 
efficient — that’s ota 
why they sell best. AAA 

New improvements CT 4 
put them in a class 
of theirown. Write 

to-day for Catalog f 
Sold by all leading = 
jobbers. 4 


showing full Phe- 
nix line. Samples 
free. ne 








No. 115 Fastener 


PHENIX MFG. CO., 032 Center St., Milwaukee, Wis. 








Si. Louis’ Finest Hotels 
LENNOX 


9th and Washington. Saint Louis’ 
newest, smartest. Tub and shower 
in every room. 400 Rooms—Rates 
from $3.00. 


MAYFAIR 


8th and St. Charles. The quiet atmos- 
phere of an exclusive club. 400 Rooms 
—Bathin each Room—Rates from $3.00. 


KINGS-WAY 


Kingshighway at West Pine. Oppo- 
site beautiful Forest Park. Room and 
Bath for 2 from $4.00. 





Operated by 
Heiss Hotel System 
St. Louis, Mo. 











RAY-Q-VAC 


cA good name to look for on dry 
batteries, radio tubes, and flashlights 


FRENCH BATTERY COMPANY 
Factory: Madison, Wisconsin 
General Sales Office: 20 North Wacker Drive, Chicago, II. 




















COLDWELL DEPENDABLE LAWN MOWERS 


The complete line of DEPENDABLE 
hand, horse and power lawn mowing 
equipment. 






Every model built right— 
priced right. 


Consult your 
wholesaler or 
write the fac- 
tory for full 
particulars. 


Co_tpwELL LAWN Mower Co., Newsurcu, N. Y., U. S. A. 
DEPENDABLE Lawn Mowers—HAND, HORSE, GASOLINE, ELECTRIC 


















GET EXTRA SALES 
with KESTER Paste-Core SOLDER 


Bring in electricians accustomed to 
soldering paste with KESTER Paste- 
Core SOLDER. Combines solder and 
paste. Simplifies both purchasing and 
soldering. On 1, 5 and 20-Ib. spools; 
also 18-in. sticks in 5 lb. boxes. 

Add these sales to your profits from 
the popular KESTER SOLDERS: Acid- 
Core for heavy duty; Rosin-Core for 
delicate electrical work; Radio Solder 
for set building and repairs, and Metal 
Mender for general household use, Insist on 
KESTER. 

From all Jobbers 


KESTER SOLDER COMPANY, 4205 Wrightwood Ave., Chicago 
Incorporated 1899 


SOLD E 
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CLASSIFIED OPPORTUNITIES 





POSITIONS WANTED 


Special Rate, One Cent a Word: Minimum Fifty Words 





HARDWARE MAN with 26 years wholesale and retail hardware ex- 
perience desires connection with jobber or large retailer. Capable of han- 
dling most any position such as buying, selling, sempentieg and handling 
men. Best references can be furnished. or wanting to 
change position. Location in west or south preferred. Address Box J-21, 
care of Harpware AGe, New York City. 





EXPERIENCED HARDWARE MAN in shelf, heavy and mill supply 
lines, desires to make connection with manufacturer or jobber for New 
York and Metropolitan District. Twenty years selling experience. 
Highest references. Address Box J-6, care of Harpware Ace, New 


York City. 





SALES EXECUTIVE with a long time service with a well known Hard- 
ware manufacturer is seeking a new connection. Reasons for making change 
can be satisfactorily explained. He has very good acquaintance with the 
Hardware Jobbing Trade. Will go anywhere at any time for an interview. 
Address Box J-28, care of Harpware Ace, New York City. 





SALESMAN, 8 years experience selling Hardware, Electrical Radio 
Jobbers and large dealers in Iowa, Nebraska, Missouri, Kansas and Okla- 
homa, seeks connection with well known manufacturer. Salary basis. First 
class references. Headquarters Kansas City, Mo. Address Box J-29, care 
of Harpware AGE, New York City. 


SALES REPRESENTATIVES WANTED 


Set, Solid, Mimimsum of Five Limes. ...ccccccccccccccccccccoce 
Reledh Box WHEE. ccccecsvcccnvevcceccesveceeccccsseses 
Four Consecutive Insertions, 10 Per Cent Discount. 


$3.00 
5.00 








(= 


Salesman to Cover High Schools and Colleges 

to add a combination padlock line for lockers. Commis- 

sion. Restricted territory. Large returns. Old established 

company. Address Box J-22, care of Hardware Age, 
New York City. 








~) 
LESS, 
Sales Representatives Wanted 


xaowy builders’ line. Bricklayers, Car- 

s’ Tools. For states of Wisconsin, Min- 
, fA and Virginia. Commission 
Address Box 





To sell nationall 
peniers and Plas 
niesota, mentale, 
basis. Give references and state experience. 
I-989, care HARDWARE AGB. 








ie 





BUILDERS HARDWARE MAN —At liberty January Ist. Age 36. 
Married. Twenty-one years’ experience with Dealer, Jobber and Manu- 
facturer. Prefer South but will consider other sections. Address Box 
J-32, care of HarpwAre AGe, New York. 





BUILDERS’ HARDWARE CONTRACT MAN with select clientele of 
Architects and Contractors in the New York Metropolitan District seeks 
connection with reputable concern in this territory. Address Box J-34, 
care of HarpWARE AGE, New York City. 





SALES ENGINEER, Hardware, Machinery, Building Products, experi- 
enced purchasing, managing, selling, desires permanent position as New York 
sales representative for out of town manufacturer. References exchanged. 
Address Box J-35, care of Harpware AGE, New York City. 


BUSINESS OPPORTUNITIES 


Set Solid, Minimum of Five Limes... .......eeseecececesesees 
l-Inch Box Display.......2.eeeee+e8> 
Four Consecutive Insertions, 10 Per Cent Discount 





$3.00 
5.00 


Cee e eee reese eeeeeeee 








A GOOD LOCATION FOR A 
HARDWARE STORE 


Business won’t come to you these days—you have to go 
after it. And the first step is to locate in a building 
where there are already a number of thriving businesses. 
The Station Park Building on Palmer Avenue, includes 
among its tenants Buick, Chrysler, Ford, Auburn, Austin, 
Cord and others. This large double store—with daylight 
in every corner—is located in one of Bronxville’s finest 
store buildings. There is an entrance in the rear for 
deliveries and space available in the basement for stor- 
age. Size 28’x48’9”"—Rent $335. This space may be di- 
vided into two stores 15’4”x48’9” for $185, and 13’x48’9” 
at $150. 
LAWRENCE MANAGEMENT, INC. 
131 Parkway Road, Bronxville, N. Y. 
Phone BRONXVILLE 0400 











SALESMAN 
sibility, producing a beautiful line of Housefurnishing Specialties, is seek- 
ing the services of a young, wide-awake and ambitious representative. Re- 
muneration on a strictly commission basis. Possibilities unlimited. Terri- 
tory: Pennsylvania, Virginia, Maryland and the District of Columbia. Give 
detailed report covering past and present activities. Only men with estab- 
lished clientele will be considered. Address Box J-30, care of HARDWARE 
AcE, New York City. 


WANTED SALESMEN calling on Hardware and Housefurnishing 
Jobbers and Departments in New England, New York, New Jersey, Penn- 
sylvania, Delaware, Maryland, District of Columbia, Virginia, North and 
South Carolina, to handle a complete Re of ovt door Furniture consisting 
Address Box J-36, care of HARDWARE AGE, 





of Cots, Steamer Chairs, etc. 
New York City. 


SALESMAN WANTED—Manufacturer of builders’ hardware would 
like to secure services of competent salesman covering territory of New 
England and New York State. Write giving full information as to ex- 
— and references. Address Box J-33, care of HARDWARE AGE, New 

or ity. 


WE HAVE OPEN for good salesmen calling on retail] hardware trade 
several territories to sell high grade line of grass seeds. Commission basis 
with drawing account to right man. Address Box J-19, care of HARDWARE 
Ace, New York City. 


. WANTED—Salesmen calling on Hardware Jobbers west_of the Missis- 
sippi River to sell our line of Coal Circulating Heaters, Gas Circulating 
Heaters, Gas Radiants and Gas Ranges. Address FOSTER STOVE 
COMPANY, Ironton, Ohio. 


WANTED COMMISSION SALESMAN to cover New York State ex- 
clusive of the Metropolitan district, selling well known line of cutlery and 
hardware. Address Box J-31, care of HarpwareE AGE, New York City. 


WANTED COMMISSION MEN to sell well known line of hardware 
and cutlery in Missouri, Kansas, Ohio, Nebraska, Kentucky, Iowa. Ad- 
dress Box ‘J-37, care of HarpwarE AGE, New York City. 


SALES ACCOUNTS WANTED 


Set Solid, Minimum of Five Limes........cscccccescccesesecs 
Reno Bon Display. cccccvcccscccvcccvcscccasceccccovccece 
Four Consecutive Insertions, 10 Per Cent Discount 




















$3.00 
5.00 











FOR SALE—Hardware stock and fixtures in Southwestern Michigan. 
Inventories about $9,000. Must be sold quickly. R. H. Johns, Trustee, 
507 Peck Bldg., Kalamazoo, Mich. 


FOR SALE—Southwest Michigan hardware store in city of 10,000. 
Only one other hardware store there. Inventories about $12,000. All 
clean salable stock. A gi investment for the right party. Buy from 
the Trustee R. H. Johns, 507 Peck Bldg., Kalamazoo, Mich. 


SALES REPRESENTATIVES WANTED 


Set Solid, Minimum of Five Lines......... 
l1-Inch Box Display...........-. bes 
Four Consecutive Insertions, 10 Per Cent Discount 








$3.00 
5.00 


cere seer eeeeeseee 


Cee rem eee reese eeeeeeeseee 








I AM SELLING 300 GOOD RETAIL HARDWARE ACCOUNTS in 
the States of Oregon, Washington, Idaho and Montana. Will be glad to 
hear from manufacturers wanting live representation on commission basis. 
My references will be Eastern factories, which I now represent. W. M. 
Clark, 328 Holladay Ave., Portland, Ore. . 








COMMISSION LINE WANTED 


Experienced salesman wants a quality line or item for Illinois retail 
hardware trade on commission. Have sold this trade for 14 years 
and have very close acquaintance with over 1500 dealers in towns 
large and small. I cover entire state thoroughly in car except Cook 
County. Must be a dependable quality product that repeats and 
will build into volume. Box 235, Peoria, Illinois. 











SALES REPRESENTATIVES WANTED 


Tool, hardware, electrical or specialty men calling on the wholesale or retail 
hardware, electrical, paint or housefurnishing trade. Real salesmen wanted 
to introduce three new items never offered before. Every section of the 
country open. Philadelphia manufacturer, established 12 years and doing a 
national business with the most desirable jobbers, wovld like to hear from 
experienced men who know the trade and who can launch an expansion pro- 
gram. Tell us about yourself, your experience and the class of trade called 
on. Commission contract. 


VOSBIKIAN BROS. & CO., INC. 


180 West Oxford Street Philadelphia, Pa. 

















HELP WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 





SALESMEN WANTED to handle a reputable line of sash cord and 
manila rope. Must be willing to thoroughly cover all hardware and house- 
furnishing retail merchants only, in all parts of territory given. Not a 
side line proposition. Our man must be a producer. Commission paid 
weekly. Knowledge of line desired but:not necessary. Information desired 
as to references and experience. Go into detail as to exact territory 
covered. Want one salesman for each of the following 11 territories: 
Northern New England, Southern New England, Wisconsin, Michigan, 
Illinois, Indiana, Ohio, Maryland and Delaware, Virginia and Kentucky, 
New Teeeeve New York. Address Box J-26, care of HarpwarE AGE, New 
York City. 
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INDEX TO ADVERTISERS 














THE ADVERTISERS INDEX 


published as 8 a 


No allowance will be made for errors or failure to 


0 at 02s put of Ge einaiicing emmne. Every care will be taken to index correctly. 





Akron-Selle Co. . 
Allen, L. B., Co., 
Alliance Mfg. Co... 
Allith-Prouty Co. 





Almo Trading & Imp. “Co. okietect 
American Chain Co....... Se axe 
American Fork & Hoe Co....... 
American Gas Machine Co. . 
American National Co..... ° 
American Ring Co..... . 
American Saw & Mfg. Co.. aeeiaie 
American Screw Co......... 
American Sheet & Tin Plate Co. 
American Stainless Steel Co.. 
American Steel & Wire Co....... 
American Swiss File & Tool Co... 
American Telephone & Telegraph 
TR  cbrrwasarcocecsecnessece 
Anker-Holth Mfg. Co., Inc....... 
Anti-Borax Compound Co........ 
Avende Mig. CO0.....ccccccccces 
Armstrong Bros. Tool Co........ 
Armstrong Mfg. Co............. 
Atkine & Co., B. CO... ccscccoces 
Atlas Tack Oorp.....ccccccsccee 
B 
Babcock Co., The W. W........- 
Bakelite Corp. .........-- 





Baker, Geo., & Sons.. 
Ballonoff Metal Products 


Ci ses 
Barlow & Seelig Mfg. Co........ 
Barney & Berry, Inc..... 


Bartlett Mfg. Co..... 


Barton Corp. 


Bemis & NOMURA See oo aen ios 
Bernz Co., Inc., Otto........... 
Bethlehem’ Steel CO... ccc ecccvce 
Bingham Engraving Co.......... 
birtman Electric Co............ 
Bissell Carpet Sweeper Co....... 
ON Se eas 
Blaisdell Pencil Co. 
Bommer oo eo Paes hetentas 
Bosley Co., D. 
Boston Varnish ‘Co See eee 
Boston Woven Hose & Rubber Co. 
Boyle Co., A. 8 

Brach Mfg. Co. 
Brainerd Mfg. ©o.. 
Brammer Washing Mach. “ia: 
Bridgeport Chain & Mfg. 
Bridgeport Hardware Mfg. Co.... 
Bridgeport Screw Co............ 
Brinkman Engineering Co 
Brown & Sharpe Mfg. Co........ 
0 LE aaa 
Rs A OGG 6 o's acc 00-00% 
2 Seer 
Buffalo Wire Works Co., Inc..... 
Bunker-Clancey Mfg. Co......... 
Burgess Battery Co............. 
Burley & Winter Pottery Co.. 
Burnley Battery & Mfg. Co...... 
Busby, C. W., Co.. 


California Fruit Growers papepncs 
Campbell Machine Co. .......... 
Carborundum Co. 
ed 
Chain Products Co.............. 
Chamberlain Co. 
So a Se eee 


Chicago Spring Hinge Co........ 
Clark Bros. Bolt Co....... re 
Clements Mfg. 
Ciemsson Terom., The. ...6...0000% 
Cleveland Quarries Co........... 
Cleveland Wire Spring Co....... 
yn Ae ae tre 
Coldwell Lawn Mower Co........ 
Coleman Lamp & Stove Co 
Columbian Rope Co 
Conestoga Corp. 
Congoleum-Nairn, Inc. ......... 
Continental Screen Co........... 
Continental Steel Corp.......... 
Cook Company, H. C............ 
Cooper Thermometer 
Corbin, P. 






Corbin Screw Care. Se a ee 
Coreoran Mfg. Co......... 
Crescent ie 


OE ee eee - 


Damascus Steel Products Co 
Dazey Churn & Mfg. Co 

ine» Bc. ak, a 
De Laval Separator Co... 





LltTItitte 


a 
aT 


LI 


Delta Blectric Co..........+++. 
Deming Co. 
Deniston Co. 
Detroit Metal gr ll as box 
Devoe & — Co.. 
Dexter Co. 
Diamond Calk Horseshoe Co..... 
Dietz Co., R. E 

Disston & Sons, 
Dixon Crucible Co., 
Domes of Silence, 
Duluth Show Case Co.........-. 
Dux Dishmop Co. . 


Inc., ‘Henry Soeiate 
pS ee 


Eagle Lock Co.......eeeeeeeeeee 
Eagle-Picher Lead Co.......+.-- 
Eastern Nail Co 
Eastern Tool & Mfg. 
Eclipse Machine Co........+-++> 
Edison Lamp Works.......----- 
Edlund Co. 
Egry Register Co......--+-++++> 
Elastic Tip Co........seeeeeees 
Electric Cutlery Co...........-. 
Electric Soldering Iron Co....... 
Empire Level Mfg. Co......-.+--- 
Enders Razor Co. ... 
Estwing Mfg. Co. .. 
Evansville Tool Works. Sia ieateens 
Eveready Co., The 
Eversharp Shear Co... 


F 


F. & N. Lawn 

Fairbanks Co. 

Farrand, Inc., 

Fate-Root-Heath Co. 

Faultless Caster Co........++.++ 

Federal Enameling & Stamping 
Cc 


> « 
Fischer, 
Forsberg Mfg. 
AS SSS cer 
Frantz Mfg. 
French Battery Co........-ccce0- 
Freydberg Bros. 


Gendron Wheel Co............6- 
General Wheelbarrow Co. 
Getz Power Washer Co.......... 
Geuder, Paeschke & Frey Co..... 
Gilbert & Bennett Mfg. Co...... 
Gillette Safety Razor Co........ 
Globe American Corp. 
Gold Medal Folding Furniture Co. 
Good Housekeeping 
Goodell-Pratt Co. 
Green Co., The 
Greenfield Tap & Die Corp....... 
Greenlee Tool Co. 
Co ee ae ae 


Hankscraft Co. 
Hanlon & Goodman Co.......... 
Hanover Wire Cloth Co......... 
Harrington-Richardson Arms Co.. 
Heiss Hotel System............ 
Heller & Co., W. C 
Henckels, Inc., J. 
Hercules Powder Co............. 
Hibbard, Spencer, Bartlett & 
i Re. ee 2 eae 
Hoeft & 
Hoppe, Inc., ae a 
I SIs OND: 6a: 400.5. dip ab aiese 
ey ee), Se eee 
Hurd, E. P 
Hurley Machine 
Hutchison Mfg. 


a 
Independent Lock Co............ 
Indiana Steel & Wire Co........ 
Ingersoll Steel & Disc 
— Waterbury Watch 

SEPP ROR eS rer Sere 
International Harvester 

America 
Kewin Auger Bit Co.........0.00. 
Ives Co., H. 
Iwan Bros. 


Mfg. Co., Russell...... 
2 Beer eee 
Arms & Cycle Works, 


Jennings 

Johnson 

Johnson 
Iver 


Kansas City Chamber of Commerce 
Keenex Razor Sharpener Co...... 
i A oe a eee 
Kelly Axe & Tool Works of the 

American Fork & Hoe Co...... 
Kenton Hardware Co............ 
Kester Solder Co 
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Imperial Bit & Snap Co......... — 





Kimball Bros. Co... 

Kingston Products Corp......... 

Klein & Sons, M.........ceceee 

Kraeuter & Co....... 
L 


Lamson & Sessions Co... 
Landers, Frary & Clark.......-- 
Laub Products ..... 
Lauson Corp. . 
Leipzig Trade Fair. 
Leyse Aluminum Co.........++-+ 
Libbey-Owens-Ford Glass Co..... 
Lionel Corp. 
Lufkin Rule Co.........---++- . 
Luther Grinder & 


M 
McCarthy Mfg. Co.........++-s 
McKinney Mfg. Co. 


Madison Hotel, 
Malleable Iron Fittings Co 


Mansfield Tire & Rubber Co..... - 


Marshalltown Trowel Co......... 
Martin-Senour Co. 
Martin Varnish Co....... ‘ 
Marvel Rack Mfg. 
Maydole Hammer Co., 
Meadows Mfg. Co 
Meisselbach Mfg. 
Miller, Inc., R. E 
Milwaukee Brush Mfg. 


Milwaukee Stamping Co......... - 


Monarch Mfg. Co., The......... 
Montague Rod & Reel Co........ 
Moore Push-Pin Co.. 
Morse Twist Drill & Mac hine Co. 
Murphy Sons Co., Robert 
Murphy Varnish Co..... 
Myers & Brother Co., 
N 
National Carbon Co..... ‘ 
National Lead Co... 0. ..scccees 
National Enameling & Stamping 
Ch. se¥padodass bes 
National Housefurnishing Mfrs. 
Association ° 
National Mfg. 
National Show Card Writer..... 
National Sign Stencil Co........ 
TROGIy IN ME PENG OD. coc cccvsces 
Nestor Johnson Mfg. Co......... 
New Haven Clock Co............ 
New Jersey Zine Co.. 
New York Knife Co... 
N. Y. State Retail 
Association Inc. 
New York Wire Cloth Co........ 
Nicholson File Co. 
Nileo Lamp Works, 
Nerth Wayne Tool Co. 








Northwestern Barb Wire Co..... 2 


t 
oe 


eres : 
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80 
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Hardware 


TROP WEE SN, Bio oes cc ccc ees - 


PPE | PE. 6 Sie wid.c:0:0.8 


oO 
Old Colony Distributing Co...... 
Oliver Iron & Steel Corp.......! 
Oneida Community, Ltd 
Cee A EE, ncccccceseses 
Ontario K 


Norwich 


ROM IIS OO 6c bc cciccsvccse - 


MPCIM MEE, CDi 55.05 nice recess 


— Lubrication Engineering 


Seas eeCee WIE OO. 6 ccccess 
0 ern 
Patent Novelty Co......... 
Peck, Stow & Wilcox Co... 
POPE, ccisccaccsccocs 
Peerless Handcuff Co. 
Pelouze Mfg. C 
Pennsylvania 
board 
2S Oe Saree re 
Pennsylvania Lawn Mower Wks.. 
Perfection Stove Co., 





and Atlantie Sea- 
Hardware Association, 


Peters Cartridge Co............. - 


Pharis Tire & Rubber Co........ 
. . 2 2 “ae 
Philadelphia Lawn 
Pittsburgh Plate Glass (Co. 
Pittsburgh Plate Glass Co. 

Division) 
Pittsburgh 
Plumb, Ine., Fayette R.......... 
Plymouth Rubber Bie a6 0r0-< 4,00 


Porter, H. nie Wa btere 6 
Pratt & Seaman: Inc.. 
Sy kk rr 
Progressive Mfg. 
Pyrene Mfg. 





ee SS a re 
Reed & Prince Mfg. Co......... 
Remington Arms Co., 
Remington Cash Register (Co., 


(| Oe 5 


(Paint 





Rennous-Kleinle Div. of  Pitts- 

burgh Plate Glass Co......... 
Red Metet Oar Oeiscc vcvecicceense 
Reynolds Wire CO. cicccccivcccs 
kich Pump & Ladder Co......... 
Richards-Wilcox Mfg. Co........ 


Richardson Ball Bearing Skate Co. 
Rixson Co., Oscar 
Robertson, Arther Thi. co sce 2% 
Robinson, Edward E........... 
Robinson, M. W. 
Rose, Frank, Mfg. 
Se ey ere eee 
Rotax Company, 
Rubberset Co. 
Ruby Chemical 
Rugg Mfg. 
Russell, 

Nut 
Russell 


Burdsall & Ward Bolt 
Co. 
& 


«& 


Rene, ARO; LAWS so sicc:e viens sce 
Sallee Bros. 
Samson Cordege ‘Vorks......... 
Sargent & 
Savage Arms. Corp. ....ccccers ow 
Schatz Mfg. Co......... « 
eee EMP OO. cc. ct ccbcwess 
Sehrade Cutlery 
Segal Lock & Hardware Co...... 
MET NI? OMIM i656: s 0 es wade ee 
Shapleigh Hardware Co.......... 
Sheftield Bronze Powder & 
gy, SEPP er rr ee 
Shelby Spring Hinge Co......... 
Sherman Mfg. Co., H. B........ 
DPWENENEN, BME. oo cccccscccéae 
Silver Lake 
Simmons Hardware Co.......... 
Simonds Saw & Steel Co. 
Simonds Worden-White 
Simonsen Iron W. 
Smith, Inec., Landon 
Smith, Seymour, & Son, Ine..... 
hi, reas 
Springfleld Arms .......ccccess 
Standard Electric Stove Co...... 
Standard Gas Equip. Co......... 
Standard Tool 
misters ai: Habhg COO eee 
ipa a ree 
Stevens Arms Ce... J.crccccceces 
Stewart Iron 
Strong Mfg. 
Superior Electric Products Corp.. 
Swan Co., ,James. 
Sylvania 





T 


Thermwold Products Co.......... 
Thompson & Son Co., Henry G... 


Tilley Ladder Co., John §8....... 
Toledo Metal Wheel Co. ........ 
Toledo Pressed Steel Co......... 
Toledo Wheelbarrow Co......... 
REOMONE NOW OO. 505d cincines ct 
Me MN ODE Sia. k ee. 6 oo. aé aig 
Trow & Holden | eT er eee 


Sarnes Sian Works. iijesneeaee 

Turner & Seymour Mfg. COiss:c'as 

Twin City Iron & Wire Co....... 
U 

Union Fork & Hoe Co 

Union 


Vaughan Novelty 
Vichek Tool Co..., 
Volirath Co. 


Wagner Electric 
Wall, P., Mfg. 
Walworth Co. 
Warren Mfg. 
Washburn, FE. G., & 
Western Cartridge Co........... 
Westinghouse Electric & Mfg. 
Whiting-Adams Co. 
Wickwire Brothers 


CMO ee iacesas 
& Supply 








Wickwire Spencer Steel Corp..... 
Wilson-Imperial Co. ............ 
Winchester Repeating Arms Co... 
i tS Se 
WESt COMO CG) oo o.6avciccc. 
Wolverine Supply & Mfg. Co. 
Wood Shovel & Tool Co 
Wooster Brush Co....... 
Worthington Co., George. 
Wright Steel & Wire Co., 
Wrought Washer Co. ........... 
Y 
Yale & Towne Mfg. Co.......... 





(—) INDICATES THAT THE ADVERTISEMENT DOES NOT 


APPEAR IN THIS 18SUE 
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50 years ona DOOR 


good for 50 years more 











The solid bronze Bommer Spring Hinges swinging the 
big front doors of the old Bank of Manhattan at 40 Wall 
St., New York, since 1880 were still in excellent condi- 
tion when that building was demolished in 1929 to be 
replaced by the new Bank of Manhattan skyscraper of 
73 stories which is also equipped with Bommer Spring 
Hinges—truly an astounding record. 


These Historic Hinges can be seen at our factory 


TRADE /BOMMER, MARK 


Millions and Millions of People 
are Pushing Bommer Spring Hinges 
when opening doors 


Factory at Brooklyn, N. Y. 



















Short, but 
to the point 


‘4 You can have Atlas 
* / Tacks and Small Nails 
q to meet the needs of all 
your customers. 


A complete line is always 
available in both quality 
and price range. 


Also Double Pointed Tacks 

and Staples, Rivets and Burrs, 
Escutcheon Pins, Furniture 
Nails, etc. 


“ATLAS TACK 
- CORPORATION . 


or L000, 0 aN 


FAIRHAVEN, MASS. 















Opens and 
Reseals Milk 
Bottles 


Doesn't Spill 


It “Spears the Cap” on the bottle 

and a quarter turn removes the 

.*.) cap without splashing or spilling 
7 a drop of cream or milk. 

| Also acts as a sanitary cover until 

\ milk is consumed. 


\ Spear-Cap Is Sanitary 





a ae 





NEW Way 


After opening the bottle the 
housewife lays the Spear-Cap 
down with the paper cap at- 
tached which is protected by 
the deep edge of the cap 
shell, Nothing comes in con- 
tact with it. When through 
using milk, re-seal the bottle 
with Spear-Cap. 

Spear-Cap is made of Alumi- 
num with Nickel-Silver spear. 
Never corrodes. 

Approved by Good House- 
keeping and Tribune Insti- 
tutes. Retails at 10c, $14.40 
per gross. Costs dealer $9.00 
per gross. If your jobber 
cannot supply you—write us 
for SAMPLE and prices. 


R. E. MILLER, Inc. 


38 Pearl Street, New York City 




















Your trade can 
use to advantage 
the heavier grades 
of Hexagonal 
Poultry Netting 
as well as standard 
sizes used com- 
monly as poultry 
fencing. 


Superior Brand is 
made as heavy as 
No. 14 Wire— 
114” mesh. 

At your jobber 

G. F. Wright 
Steel & Wire Co. 


Worcester, Mass. 


SUPERIOR 
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INA 


COMPLETE 
PRICE RANGE 


OW—anybody coming in—for any price padlock—can 
buy a HURD Cutter-Proof. This is a new merchandising 
service that guarantees greatly increased profits on your pad- 
lock business. You can sell more locks when you have a real 


burglar-proof article at every price. 


Go just as far as you like in guaranteeing HURD Padlocks 
in this new line, to be Cutter-Proof, File-Proof and Saw-Proof. 
For the locks will stand back of your guarantee. And we will 
stand back of it! 


If you haven’t had full information on this new line, write 


or wire at our expense. 


E. P. HURD, Lock Builder 
DETROIT 


Branch Offices 


Peterson Bros 

W. L. Pluck 

Charles LL Lewis 

Ben B. Weldon ° 
Wheless Commission Co., . 
Richardson & Bureau, Ltd. . . . . 
Export Office: American Steel Export Co. 

















THE COMPLETE LINE 
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